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NBC execs NBC executives are being trained to operate TV cameras and controls
wield cameras as well as radio equipment. Three-hour course gives execS chance to
wield cameras on closed circuit, is designed as over-all orientation.
Aside from aiding understanding of how operation fits together, move
is probably emergency measure in case of strikes, other work inter-
ruption.

—SR—

Rate-cutting Bargain-basement era in spot radio may be drawing to end. SPONSOR

is on decline survey of timebuyers, rep firm executives, other admen left impres-
sion fewer clients were getting, or_seeking, off-rate-card deals.
Reasons: Rate cards have been getting strenuous going over and what
used to be informal has been put down in print; resistance to deals
has stiffened at urging of industry associations, reps, station
operators. (See story, page 33.)

—SR—
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Cen. Mills Most in news this spring when requests for special rates came fastest I
rate policy was General Mills. L. H. Crites, director of radio-TV for company, |
told SPONSOR asking station to create special rate wasn't rate goug- |

ing. "I certainly don't approve of the practice of offering several
different prices to several different clients or agencies," he said. I
Rebuttal to Crites was particularly sharp from several reps who con- |
tended General Mills had dangled m>re money than it actually spent to |
stations as inducement to lower rates. |
|
|
|
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|
|
|
|
I
|
|
|
I

—SR—

Sugarless drinks Potentially big air spenders are low-calorie soft drink firms.

open air barrage Kirsch's Beverages, Brooklyn bottler, introduced No-Cal line last
year, is using heavy radio and TV announcement and participation
schedule in New York, New Jersey, and Washington, D. C. in effort to
hit 2,000,000-case mark this year. Cott Beverage Co. of New Haven is
devoting 40% of budget to air media in New York, New Jersey, and Con-
necticut for no-sugar line. Grey is Kirsch agency; John Dowd, Cott.

-SR-

Vitapix still Look for announcement soon about acquisition of new film properties

on upswing by Vitapix Corp. Station-owned sSyndicator now has Western movie pack-
age in 43 markets, is near signing for additional product. With 32
station stockholders, Vitapix is approaching its target of 45 (no
more than one member to a market); is financed at roughly %1 million.

SPONSOR in new offices
Remember to change directories: SPONSOR editorial, advertising, and circula-
tion headquarters are now located at Madison & 49 St. (40 E. 49 St.), New
York 17, in heart of advertising district. Rapid expansion of SPONSOR per-
sonnel and services made move to larger quarters necessary. Phone number re-
mains MUrray Hill 8-2772. Other offices: Chicago, Los Angeles.
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REPORT TO SPONSORS for 27 July 195!

GCMAC new spot
radio sponsor

Aftiliates urged
NBC split

No color rev-
olution: GE

Study spurs
UHF formulae

 SPONSOR

Anahist Co..
Yonkers, NY

Arthur Guinness Son
& Co.. Long Is-
land City, NY

Robert Hall Clothes
NY

Hotpoint Chi

Standard Brands,
NY

Standard Brands,
NY

Sweet Candy Co..
Salt Lake City

Wheatena Corp,
Rahway, N)

For the first time General Motors Acceptance Corp.,
subsidiary of automotive firm,
sell pay-as-you-go financing.

weekend, consists of
over WNEW, New York,

car-financing

is sponsoring spot radio campaign to
Drive began week before Memorial Day
announcements Friday through Monday morning

WIP, Philadelphia. Announcements range in length
from 2 to 5 minutes, include reports on traffic conditions, places

to go, safety hints. Schedule calls for about 60 per week on WNEW,

30 on WIP for 10-week run. GMAC plans repeat performance next spring.

—SR—

“Maybe now the affiliates will quit needling us so we can get back to
work," is how one NBC executive greeted news of split between radio
and TV. Affiliates rode network hard, arguing it took Separate sales
and programing teams to give radio fair share of attention. Reaction
from them is expected to be enthusiastic especially since team of
William H. Fineshriber and Ted Cott enjoys high repute with station
operators. Fineshriber heads up radio network with Cott as operating
chief.

—SR—

General Electric booklet to its distributors, dealers predicts color
TV will be factor in merchandising of sets by fall 1954. But at same
time GE says color won't bulk big for some years. Here are points GE
made to allay fears black-and-white sales will be hurt, same advice
being applicable to clients pondering effects of color TV: (1) Color
TV will come as evolution, not revolution; (2) Color will prove to be
a supplementary service and will not quickly or perhaps ever com-
pletely replace black-and-white; (3) Black-and-white receiver will
continue to be backbone of TV sales for at least 5 years.

—SR—

Now that American Research Bureau has released second study on UHF
saturation, agency and network subscribers have been busy working

out formulae for projecting growth of UHF sets. Basic method is to
analyze stations on basis of 4 factors: (1) amount of VHF competition;
(2) distance of VHF stations; (3) length of time stations have been
on air; (4)local programing picture.

New national spot radio and TV busiuess

PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration

Super-Anahist

Burke's Superior
Ale

New salesrooms

Appliances

Clue Bonnet
margarine
Royal Desserts

Candy

Wheatena cereal

Ted Bates, NY
Compton. NY

frank B. Sawdon,
NY

Maxon, NY

Ted Bates. NY
Ted Bates. NY

Gillham Adv. Salt
Lake City

Brisacher-Wheeler,

100 radio mkts (sup-
plementing TV
coverage)

Northeast: Maine. Rhode
Island, Conn

Seven cities: York. Lan-
caster, Harrisburg, all
Pa.: Kansas City. Mo.:
Kansas City, Kan:
Baltimore; Brockton.
Mass

Six TV stations: WTM]J.
Milw: WKY-TV, Okla
City, WSPD-TV, Tole-
do; KSD-TV, St Louis:
WBEN, Buttalo: WHAS-
TV, Louisville

50 mkts, tnon-‘‘Howdy
Doody™)

65 mkts. (non-*Howdy
Doody™)

39 radio stations, Inter-
mountain Net: 9 Mid-
west & mountdin
states

Approx. 100 mkts,
scattered

Radio: 1-min daytime anncts; start Sep:
26 wks

Radio & TV annct campaign; start Aug

Radio & TV: 1-min. 20-sec. 30-sec anncts:
start in fall; continuing campaigns to pro-
mate new outlets

TV: 13 hr tilm show. *"Hollywood Half Hour;""
start various dates in July: run 5 alt wks
each city. thru Sep

Radio: 1-min daytime anncts; start Sep,
15 wks

10: 1-min daytime anncts; start Sep;

15 wks

io: total of 6.074 e.t.

anncts; start early

Radio: 5-. 10-, 15-min newscasts. mostly

morning. start Sep: 26 wks

SPONSOR
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*San Francisco Pulse, \
May-June 1953 ‘

The Koffee Klub has the
highest average rating of any
San Francisco-Oakland independent
in the Monday through Friday,
6:00 1o 9:00 a. m. period.

27 JULY 1953

More advertisers than ever
before are buying morning
radio time. For them, we'd
like to add a couple more
“mores.’

George Ruge's “Koffee Klub,'
6:00 to 9:00 a. m., Monday
through Friday, has more
listeners than any morning
program on any Bay Area
independent station.*

George Ruge’s “Koffee Klub”
has more San Francisco spon-
sors than any San Francisco
station. Sustained sales re-
sponse 1S the reason.

It follows, therefore, that in
San Francisco these “more”
advertisers get more listen-
ers per advertising dollar and
more sales per advertising
message on KYA's George
Ruge "“Koffee Klub®'

If you're interested please
hurry . . . the “Koffee Klub”
IS a very, very popular place.

T (
SAN FraNC1lscO

Represented Sotunally by
GIORGE W. CLARK, INC.



ARTICLES

Is era of spot radio rate deals coming to an ewd?

Under-the-counter deals are on the downgrade, most buyers and sellers feel.
Realistic rate cards and recognition of the evils of chiseling have helped broad-
casting industry clean its own house

Bache gets more leads-per-S on radio

Brokerage house puts hefty share of ad budget into radio, finds that careful
selection of programs enables it to get sales prospects at less cost than news-
paper ads which tend to get buried among competing ads

Beware of these media vesearvch pitialls!

Part 7 of SPONSOR's All-Media Study. It's awful easy to read into a research
study what you want to find there. Ten tips on what to consider when evaluating
a study, gathered from interviews with 158 media experts around the country

Hoving Day on Madison Avenue

Keeping a directory up-to-date these days is a tough operation. Agencies,
reps, and others in the industry have been bursting their seams, moving to larger,
more modern quarters. SPONSOR pinpoints a few examples

Why American Machine nses TV

Use of prestige programing aims to make AMF trademark as well known and
respected as GE, USS, and Westinghouse. But "Omnibus" program has also dem-
onstrated its ability to sell consumer items such as home woodworking equipment

What VNBC braund-switching stady reveals

How you can use NBC TV's brand-switching study. New NBC study finds corre-
lation between viewing TY programs and purchase of sponsor's product. This
article analyzes use agencies, clients can make of study. It also contains ques-
tions from admen on research approack with answers from NBC

Canadiau radio and TV seetion

SPONSOR's annual round-up of data on air media and their uses in Canada.
Will contain market data, coverage figures, tips on selling, info on current users

Nighttime radio analysis

SPONSOR is gathering research facts on nighttime. Al! the pros and cons on
buying nighttime radio will be summarized to aid buying decisiors.

33

36

38

42

44
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11 Aug.
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TIMEBUYERS AT WORK

49TH & MADiISON
MEN, MONEY & MOTIVES I
MR. SPONSOR, Milton Fox-Martin |
NEW AND RENEW

P. S.

NEW TV STATIONS

FILM TOP 20

COMMERCIAL REVIEWS

RADIO RESULTS

SPONSOR ASKS

AGENCY PROF;LE, Eric Eisner
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TV COMPARAGRAPH
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KWKH delivers over

‘hree times as many homes

as Shreveport’s
econd station!

]'s easy to pick the Shreveport radio winner- it’s
tWKH, by more than three-to-onc!

s, KWKH delivers 302.97 as many Average Daily
Isteners as Shreveport’s second station—yet costs
ely 60.09¢ more money!

These audience figures are from the nmew Standard
Sation Audience Report—the more conservative of the
to recent audience surveys made in this area.

»bt your Branham man tell you all about KWKH’s
verwhelming superiority, here in the important
rkansas-Louisiana-Texas area.

50,000 Watts - CBS Radio -

“B” KWKH
AVERAGE DAILY LISTENERS

KWKH

A Shreveport Times Smr ion

SHREVEPORT ¢ I.OUISI

The Branham Co., ‘ﬁrkansnz
Representatives

Henrev Clay, General Manager
Fred Watkins, Commercial Manager



The Blue Ribbon aiready
—and just a year old!

“¥ive Best News Reporting of any non-
network radio station.”

That's the inscription on the trophy
just awarded KBIG, the Catalina sta-
tion, by The Radio and Television
News Club of Southern California.

With men who know news best . . . the
writer at the teletype, the newscaster
at the mike . . . these expertly handled
hourly 5 minute-news gems of KBIG's
Alan Lisser rank tops!

A long list of KBIG news sponsors
verify this judgment with pen on
contract,

You can join them with your own |
newscast every day of the month for
only $25 a day . . . twice daily for $36.

STUDIOS IN AVALON
AND HOLLYWOOD

10,000 WATTS

AT 740

GIANT
ECONOMY
PACKAGE OF
SOUTHERN
CALIFORNIA

«wvfﬂfﬁo e
- NP A A

John Poole Broadcasting Co.
KBIG « KBIF « KPIK
6540 Sunset Blvd., Hollywood 28, Calif.
HOllywood 3-320%
Nat, Rep. Robert Meeker Associates, Inc.

6

Charles Campbell, Ve Vanus, John & Adams,
Detroit, says. “Radio has done a real job for
Cadillac” So sold on the power of radio are he
and lis client, that Charles recently placed

the 15-minute Cadillac Choral Symphony not only
in TV CBS network marliets. but arranged for tran-
seriptions of {t in 193 spot murkets as well. “The
spot stutions stll bring in the maxinuun listening
wudience,” he explains. “And the [lexibility of

a spot schedule continues to offset the savings ac-
quired on a network buy with its dazzling discounts.”’

¥ ¥ ¥

Hadeleine Allison, lerschel 7. Deutsch & Co.,
Vew York, has become an expert in Negro radio
through her work on the Landers Co.s Dixie PPeach
hair pomade and Palmers’ Skin Success. a soap and
otntment. “We're on Negro radio on a 52.week
basis with anywhere from fire to 15 60-second
announcements a week for each of these clients.”
she says. Because of their rariety store distribution,
hiatus for both products comes between 15 Novem-
ber and the end of the vear: “Thut's when they're
crowded off the counters by gift items.” she adds.

* ¥ *

Joy Mallicoat. Farwicl & Legler, Los Angeles.
buys unnouncements to reuch as large a cross-section
of male and female adult audience as possible for
her Eastside Beer account. “W e pluce annonncements
both on radio and Tl except in Los Angeles where
Eastside Beer sponsors tiwo TV programs—Foreign
Intrigue and City Detective, on KNBIL Joy explains.
innonncements are tailor-made to local «reas, and
loy analyzes each marlet before deciding npon the
number of commercials to be aired. Among her
other accounts is Ben Hur Products.

* * *

Dee Keatley., Rov Garn Advertising, New Yorl:,
says radio has done too good a job for one of her
accounts. [’eter Peterson, Long Island building
contractor. “W'e ran two 60-second ennouncements
daily for this firm on BULL" she explains. “After
a couple of weeks on the «wir, Peterson was so
swamped with business, that we had to redace the
schedule te three-a-week.” Dee's agency specializes in
adrertising with “emotional appeal,” using the per-
sonalized approach for Dee’s acconnts including

W hitehall Kitehens, Lynbrool: Fed. Sar. & Loan Assn,

SPONSOR




hear POOLE this tnoming?”

That is a questian yau hear around Greensbara and thraughaut the WBIG
braadcasting area any day It's praaf that we reach listeners—they tune t
hear Bob Poale every day.

Wha can say why Bab, ar any ather successful radia persanality, clicks with the
public? It's taugh ta pick a man for a spat like his early marning shaw,
“Paale’s Paradise ”’ Camments need the proper balance af gaad humar and sincerity if
the audience is ta be held Bab has scared with listeners in this area. He
quips, gives the time and weather reparts, and plays recardings
amazing saund effects will be heard Occasianally there will be an annauncement
about a missing dag, ar abaut an earring Mam last shapping It's a terrific day far
galf, sa Pap gets panned for working Da listeners lave 1t? Judging
from the added sales far spansars af Paale shaws, they da
There is alsa that daily inquiry:

and some

“’Did you hear Paale this morning?”’

P o Add P S

CBS AFFILIATE | 5000 WATTS 7

27 JULY 1953



Want to see
your sales

anchor
your

/ advertising

1% CKAC

1. Huge coverage 2
out of 3 French radio

homes 1 Quebec.

2. Hundreds of

thousands of
farthtul hsteners dav
and night as

repod ted }))‘ BR:\]

3. Setling power
second to none
7.500.000 bhox tops

last year.

CBS Qutlet in Montreal
Key Station of the -
TRANS-QUEBEC radio group

CKAC

MONTREAL
" 730 on the dial - 10 kilowatts

) Representatives

Adam }, Young Jr. - New York, Chicago
Omet Renaud & Co. Toronto

| i I il i
"'/I//////////////,I}I/ﬂumummum

MEDIA STUDY

That was quite a job sPoxsor did on
Life’s new l-media study (“What spon-
sors should know about Life’s new 4-
ntedia study.” 29 June 1953. page 27).
I think all of us in broadcasting owe
vou a vote of thanks for taking up the
cudgels so tellingly and so effectively.
[t is thiz kind of awareness which we
need so much in these days of strong
competition.

My congratulations to Ray Lapica
who did a thorough and comprehen-
sive job. And by the way, his media
evaluation <eries has been tops.

WiLriaym H. FINESHRIBER JR.
V.P. & Gen. Mgr.

Radio and T Networks
NBC

Your media study is wonderful!
Please put our name on the reserva-
tion list to receive this study in book
form when it is reprinted.

Somehow we have misplaced the
May 4 issue of sponsor which includ-
ed the second article. “Media Basics 1.7
Would vou be good enough to send us
this one issue? I am enclosing 50¢.

Jo AnxNE REBSTOCK
The Armand S. Weill Co.
Buffalo

Would it be possible to receive the
survey regarding the evaluation of ad
media. in full. now?

J. F. PLEskacH
Pleskach & Smith Adv.
Omaha

® The series isv net available in full now. Al
thouzh most of the research an the ~eries is done,
the articles are written issne by jswve.

PUBLIC RELATIONS

Congratulations on your recent arti-
cle entitled “Is your PR man air-
minded?” (1 June 1933. page 38).
While radio has become an accepted
“tool’” of public relations. too few
people in our particular type of busi-
ness fully realize the potential of the
radio medium,

Personally, though. I differ from Al-
fred Jaffe’s excellent commentary that
PR through radio-—or TV for that mat-
ter——means far more than a mere utili-
zation of paid programs. Nor do |
fully agree with the concept of capital-
izing on the sustaining time through
the pseudo “‘radio kits.” . |

Between the two there is a point
of balance quite similar to the PR
approach 1o newspapers and periodi-
cals, wherely the advertising. news and
editorial columns are used according
to the “demands of the nioment.”

In radio. there is a definite line of
demarcation between the paid series of
spots or shows and the sustaining news
or feature programs. vet all phases of
a station’s programing must be recog-
nized and integrated into the public re-
lations program.

As in newspaper and periodical
work, we must have a thorough under-
standing of radio or TV before we can
take advantage of the facilities they
have to offer. By the same token. we
have to know our public relations be-
fore we can apply the principles of a
specific project to the air media.

It’s about time someone started com:-
menting on public relations and radio-
TV. Kudos to Mr. Jaffe!

STANLEY N. CoDER
Public & Industrial Relations, Ltd.

Toronto, Canada

RADIO BASICS

If possible, please send me three
more copies of Radio Basics. which we
agree is “something special.”

If there is any charge. pleaze <end
me a bill.

Ep La Grave Jr.
Account Executive

Lessing Adv. Co., Des Moines

# The 1933 editions of Radieo and TV Basies
now available. Price ic 23¢ each,

159 COMMISSIONS

1'd like to add a few words to your
article. “Do agencies earn their 157«
on air accounts?” 129 June 19533.
page 32).

The advertiser who sayvs that all an
agency does for its radio and television
shows iz write a few commercials either
ras his eves closed to the facts—or he
needs a new agency. There are, obvi-
ously, varying degrees of service which
an agency can give an account. depend-
ing on the relationship of the client

(Please turn to page 17)

SPONSOR
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AIR TRAILS’ THREE SUPER
COMMUNITY STATIONS DELIVER
$3 BILLION OHIO MARKET

Twin attraction for advertiserin ATN:

advantages of network cost, flexibility of spot

:l‘llis i the story of the 23-billion Central Ohio market and
and how the Air Trails Network can service it economicalhy
for uational and regional advertisers.

This 1= also the story of the Daston. Columbuns and Spring-
field markets—individuallh——and what WING. WCOL and
WIZE mean to these markets in terms of programing. prestige
and service to the advertiser.

tHere are some of the highlights of these interlocked stories:

The area covered by the Air Trails trio is comprised of
1,840,000 people with one of the highest net effective buying
incomes in the country. This income averages 35330 per
family. (For Dayton the average comes to 36105 the sixth
highest for dmerican cities.)

The .Air Trails area combines tremendously productive and
fast growing industrial cites with consistently prosperous
agricultural country. These farm lands in 1952 produced
close to SW07T million in gross cash income, a per acre yield
that ranks pretty much in a class by itselj.

Each of the Air Trails stations is richly staffed in local
personalities — personalities who rule the popularity roost in
their community. The interlined management makes the high-
rating personalities arailable to Air Trails advertisers.

The Air Trails statons are preferred by local merchants—
a point quite eogent in view of this: more than ever in the
lustory of radio national advertisers are going to local re-
tailers for their opinions on what media or broadcast outlets
are producing the best results for them.

Each station is extra-alert about promoting audiences and
the advertiser's product.

This presentation was researched on the scene and prepared in its entirety
by SPONSOR Presentations, Inc., for the \ir Trails Network and its statioms.
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WCOL, 7» !WIZE markets

§

COLUMBUS SPRINGFIELD

HE ATN MARKET: RICHER THAN METROPOLITAN CLEVELAND

The area covered by the \iv Frails in all three cities,

Network. as pictared on the lefl repre- D I S TR .
l ] Farming arca~ which rank amoug Here'< achiat the tir Trails

<ends o omarket with over 23 billion in

Tective bus i | i the most prosperons and steadily <o Network s offering in the umny
Y v . s e (3 ne 1t H \ | FA3 . e - . 7 ' ] "IN/
e lll -'| X 'l“ m:l( |l|m|. o in the conntey, The AT\ area in ot a bonus: ovou Gy BTN,
wower which i greater than that ae- -

I & 1032 produced a total of 106,520,000 BOOL and W11

credited to Merropolitan - Cleveland.

. . . . . in gross cash farm income.  (Sales
 'he Metropohtan Cleveland figore i< - ‘ e

S2.087.037.000.) \hnm;_w‘nwnl'\’ “sanvey of  Binving y
This Central Ohio market, which Power.™)
comprises WING in Davton. WCOL in \neffective buving income per fam 1
Columbns and W IZE in springfield, i of S53300 4 most exhaordinary o
delivers to the advertiser thes<e things: average i light of the fact that a ,
\n - evpanding  indostrial  activing voodh percent of the avea’s population '
which has in recent vears appreciably CESI0.0000 Tive in what ane domimant- o ‘ '
increased both popnlation and income v agrienloral disirvicts,

|
';QQQ(&‘!‘Q..O.Q....OO.’.C.Q.....o..‘.........o...0......0.0.......0.0..00.0..0..06...OOOQ.Q.............C

| : .
| Basic martet data on A Tirails Netzoork Area

‘ ;
[OUNTIES— OHIO POPULATION  FAMILIES RETAIL SALES FOOD DRUC HOME FURN CEN MDSE. ETJEYTlNEC“lE:J:CT:)\;:E

nglaize 31,600 9.600 $38.379.000 $8,688.000 $570.000 $1,726.900 $2.385.000 $41.333.000
Gt paign 37.200 8.300 26,875,0C0 6,080,020 692,000 1,517,000 1.069.000 32,187,000
ark 115,600 34,700 128 865,000 32.019.000 23,821,000 7,244,000 13.798.000 195.595.000

ton 26,400 28.900 33,497,000 7,086,000 450,000 1,184,000 1.407.000 28,116,000
lirke 42,600 13.000 50.527,000 10,030,000 823,000 1,.936,C00 2.300.900 52.292 000
dlanare 30,900 8,700 29.586.000 6,345,000 414,000 1,186,000 1,148,003 34.273 000
i fivld 53.000 16,000 43,974,000 11,603.000 1,424,000 2,444,000 3,765.0%0 77.658.000
1y et 23,000 7,100 24.831,000 5.290.000 433,000 1,053,C0C 2,772,003 26,574,000
anklin 532,800 156,400 598,260,002 132,811,000 18,782,020 31,743,000 91,062,030 990.475.0C0
cene 64,100 18,300 53,853,000 12,473,000 1,744,000 2,279.000 3.255,302 96,740.000
wking 19,302 5.600 15,201,000 4381,000 363,000 620,000 1,223,000 13 851,000
1ONX 36,100 10,900 40,040,000 9,544,000 824.000 1.462.000 3.817,000 45,396,200

cking 73,000 22,600 75,061.000 19,554,600 1,672,000 3.159.000 5.031.000 106,361,000
1= 31,500 10,000 41,159,600 9,270,000 708.009 1.594.000 2801,200 34,939,000
disan 22,700 6,000 30,592,000 5.579.000 611,000 1217000 1,018.000 28.862.000
Iic-r(‘c-r 28,900 8.200 34,762.000 6.132.000 442,000 1.253.000 1,344,000 39,762,000
.T:umiu 63,600 19.700 66,187,000 16.876.000 1,728,000 3.031.000 5.630.000 105,449,000
ContZamery 423,000 124,100 516.333.000 127,288,000 18.415.000 25.337.000 75.004.000 815.2746.000
J}urru\\‘ 17,500 5.100 11,838,000 2,726,000 162,000 217.000 239.000 18,231,000
ferry 28,900 8,400 19,789,009 6,656,000 391.000 704.000 1.119.000 29.937.000

I|. chaway 29,700 7,600 27,380,000 6,125,000 476,000 956,000 1.237.000 33,388,000
Creble [ 28.300 8,300 20.760.000 4.998.000 401,000 809.000 765000 36,413,000
telhy 29.10C 8,400 29.300.000 8,195,000 631,000 1,374 000 2 460 000 37.031,000

Nian 20,900 6.200 17.047.000 1,404,000 353,000 507,000 539 000 22,886,000
'

arred 41,000 11,600 34,528,000 8.680,000 750,000 1,477,209 1,071.000 56,410,000

TOT\IL, 1 1,840,800 563,700 $2,010,644,000 $471,853,000 $54,080,000 $96,023,000 $226,259,000 $3,004,535,000

|
-~ SCURCE 1973 Saley Managemen Sirvey of Buy ag Power
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1. THE DAYTON MARKET

Dayton is the center of the fast-ex-
panding and thriving Miami Valley,
with over $1.5 billion in net effective
buying income and over 950,000 in
population.

In lerms of effective buying income
per family Dayton with its average of
$0,405 ranks as sixth in the entire
U.S.A.

Dayton’s industnal roster includes
over 600 manufacturing plants produc-
ing a wide diversitv of both durable
and consumer goods.

Davton’s payrolls in 1952 were well
over the 8800,000,000-mark.

Dayton’s Wright-Patlerson Field is
the home of the Air Material Command
and the hub of aviation research and
development.

One of the most imporlant manu-
facturing cities in the middle west.
Dayton holds world-wide recognition
as a production center for precision
tools and inachines. This large em-

ployment of highly skilled artisans is
closely related to the above high fam-
ilv average of net effective buving in-
come.

Some of the country’s biggest indus-
trial names—National Cash Register
and five General Motors plants—Frig-
idaire. Delco, Aeroproducts. Inland
Manufacturing and Moraine Products
Divisions—are located in Dayton. The
contribution of these plants to the cily’s
high wage level iz mirrored by this
fact: Dayvton’s average weekly wages in
manufacturing in 1952 averaged over
$83.25, higher than an: other Ohio
citv and considerably higher than the
national average.

2. THE COLUMBUS MARKET

Columbus is one of the fastest-grow-
ing industrial cities in America.

The construction of new plants—
Westinghou:-e. General Motors and
North  American Aviation—will in
1953 alone add an estimated 38,000

~ THREE RICH MARKETS—BEST SOLD BY ATN RADIO

persous to the city's industrial payrolls.
The industrial payroll in '32 was over
$250.000.000.

The net effective buving income per
Columbus family in 1952 was 86.333.
Only eight other cities in the U.S.A.
had higher family buving incomes.

Columbus’ wholesale establishments

in 1952 accounted for $572.084.700 in

sales.

3. THE SPRINGFIELD MARKET

Springfield is the marketing center
of one of the richest and most progres-
sive farming areas in the country.

The gross cash farm income for this
area in 1952. according to Sales Man.
agement’s Survey of Buying Pouwer,
was $88,996.000.

Springfield is the home of the Crow-
ell-Collier Publishing Company and
one of International Harvester's large
plants. Springfield’s net effective buy-
ing income per family in 32 was
85,637.
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W. Jefferso

Basic facts about these individual markets

1. DAYTON 2. COLUMBUS 3. SPRINGFIELD

POPULATION

RADIO FAMILIES

RETAIL SALES

NET EFFECTIVE
BUYING INCOME

SOURCE 1952-53 Sales

Clark, (4) Clinten, (5) Darke,

i}

6 T T T T, 250.800. ... .. ... 393.600. . .. . .. ... $1.300
Metropolitan - - - - - - A87.100 .. ... ... 332,800 ... 115.600

Market -~ .- ... 952.900. ... ... ... 887100 ... .. 252,100

City - - TT2T. . 120310 .. ... ... 23,915
Metropolitan - - - - - 116,078 . ... ... ... 155310, ... .. ... 31,061

Market - - - . 2TABN ... ... 257.672. ... .. ... 73.856

C!ty ............ S133.298.000. .. .. S513.000.000. .. .. S l-l.(p’?().()ﬂ(i

Met mpgman ... 8370.186,000. . ... N398.000,000 . . . 5N195,595.000

Market - - - - - SIL110.970.000 . . . .. S868.352.000. . .. . 8271.206.000

Cny e e . NIS6.668.000. . NT25.105.000. .. 0 S110.660.000
Metmpg“tan ... 8912,016,000. . . . NO90ATS000 . . . N195.595.000

Market - - .. - - . SL571.513.000. . S1.132.892.000. .. S131.012.000
COUNTIES INCLUDED :‘\mi?e\r‘l‘lcl:;i'l‘:un;:\t‘:‘n?mmg\z:l‘::irze (2) Champaign, (3) Fairfield. 13 Fasette, (§) Franklln, (3 Hnking, 6) EKpox, (7)) Lickleg, (8
I e e A S IO PO G A

Montgomery, (11) Preble.

(12)
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Monkey business in the morning: a typical Bud Baldwin stunt

Bud Baldwin. Dayton’s leading disk jockey and showman, built a monkey giveaway
into memorable audience promotion event. In Dayton radio 141 years, Baldwin
joined WING in Nov.’52. Evidence he more than brought over audience: Jan.-Feb.
53 [looper (0:30-9 a.m. daily) showed him tops in five out of 10 periods.

e
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A\
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AIR
TRAILS
NETWORK

CLICK FORMAT: SA

A nalyze the program siructures of
WING, WCOL and WIZE and this be-
comes readilv evident: the program-
ing approach is different with each
market. In other words. each ~tation
knows what its community favors most
in radio entertainment and shows and
personalities are fitted in to that com-
munity pattern.

To cite a few cases in point: WING's
Bud Baldwin is considered by his
townsmen to be a< characteristie of
Dayton as the cash register. WCOL's
Joe Dobbins; who keeps accounts with
him anvwhere from eight to 12 vears.
has as close a morning identity in Co-
lumbus as the milk bottle at the back
door. The Ilooner J. Socker character
on WIZE is perhaps more quoted than
anv local editorial. (Incidentally. Con-
lan for November. 1952 showed WIZE
No. 1 6 a.m. to I p.m. intact Monday
through Friday.)

They like to go in for local program
pioneering at all three stations. and
here’s one of the big reasons: two mem-
bers of management came up through
the program creating route. Among
general manager Adna H. Karns™ pre-
vious assignments was program diree-
tor of WING. while WIZE manager
Mrs. Virginia Bennett used to be a pro-
graming executive at WSAI. Cinecinnati.

WING has long been a breeding
ground for programing ideas and tal-
ent. For instance. Lonesome Gal orig-
inated here. WING also prides itself
on the diversity of its personalities and
long-time Daytonians. For instanee.
Jack Wymer has been with WING 21
vears: Jack Zeigen, newscaster, 14
vears, and Charles Reeder. close to
19 vears.

Just to give vou an idea of how
WING goes about diversifying its pro-
graming so that all levels of listener
interest are covered. let’s call the roll
of its dizk jockeys:

Bud Baldiwcin—pop tunes of the Hit
Parade type, interspersed with a brand
of monologue that's a popular source
of quotation around town. (The 1953
Jan.-Feb. Hooper shows him top at-
traction locally between 6:30 and 7:45

a.m.) Baldwin's added asset: his skill




WCOL | /;WIZE programing
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COLUMBUS

WING swings lots of neight in personalities

4 TOP TALENT

Townmy Sutton, Davion s Jocemose hidHalls

joches, 195U Bdlboard poll rated b o !
with a conmnercial. o " /

Tommy Sulton  specializes e hill-

Lilly music, ranking among the conn-

hiv's tops as a connmentator i that

ficld, \lso one of Davton radio’s crack Betty Aun Horsturan, as director of voaen's a

Bl - wiries, conducts o rartety of WING pro /
pit hien, her Vot AT Or
Duve Albritton  leans to the sweeter h op 1l '

side of popular wsic. with a firm hold
on the Negro market in Davton,
Gene Barry  ace aunthority on race

Dure Albritton, tcmons colleze qad Ohmpie tracl
star. carries a lot ot sales power with the Negr
coreved o P i N PV

oitsie antoire his turntable hrethren in
Oliio. and a producer of <ales resnlts,

G attedd guieliiy canshiroon et neoeetl iy

1 snceess story: icCs (ypical

of these three stations o
Jack Wyiwier, here sinee 1920 a1s director ot publi
ol modern tausic actth a0 racey sWhle of comaeat
andien: e participation  show  an comaecrcial  an

This i~ a memo out of the WCOL files
which pretty well typifies the many ~uccess
stories that have come to WING, WCOL and
WIZE during the past vear. The memo is
frum ~aleswan Dop C. Brandes 1o his boss:
"I hew | preseated the renewal for Ceatral
Ohiv Federul Sariugs & lLoan Association
to s executire secretary, Don L. Tobin, he
related an (ucident that had had u hearing
on his decision to reneu.

Cene Buairy combines an cacvdlopediae Lnowledze
ol modern muste with a racey sthvle ol commeat
aued  salesi hip, He alternates his torcod mghth
“lt gevins oue atternoon when the board i
ol directors icas to meet, Mr. Tobin arrived
i advance ot the scheduled time, and he
orerheard « conversation regarding our W oul.
ter Furniss, who does the newscasts jor

his bank

“Aun elderly gentleman had come into the
bank and asked oue ot the telleis 11 this was
Walter Furniss' banl:? The reller replied.
Vo, but Watter Furmiss has been doing u

aewscast tor us ecvenings fur vears'

Walter Furniss, whose 23 vears ol sertice mals
him dean of Columbus nenseasters, carries 20 wews

£ ! el ] h Or 5 l// tell vou, he pacls

“Hell) the caller said, “ics alright as
this s the bauk that W alter Furniss tall.ed
about” And he then proceeded to open «
sizuble arconnt.”

Incidentally,  Ceutral Ohio has  heen
WOOL'S longest and most consistent nser.

Joe Pobbins, creator ot the “Perln.” “F:2" and

“Oscar™ comedy rontines, has made himselt ¢ houwse-
()

Fey've WIZE's top persounalitios

Aliee Bahman, direetor o women's Erelyu Briers ,)r(’su/fs "”_." st and "f‘"’" er o

i ) ] N " } .
programs, bas in her 10 vears on ! aiteraoon .
WIZE become rot an's top local }

radio star but a ciric personage

Wsles Foland. W(.0OL's new inguiring reporter and

Johuw MceEnanes doubles from pro- S ) :
m.. of his own late atternoea shou_. ha a hnarl

gram manager to the high rating a.an.
serres, Rise and Shine, whete he's
bhetter icnomwn as “lloouer K. Socler”
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management & staff

John Pattison [Pat) Williams, executive vice-president of the Air Trails

Adna H. Karns, vice-president and general manager of the Air Trails
Network, WING, WCOL and WIZE; 13 years in radio, with ATN

Network,. WING, WCOL and WIZE; 10 years in radio, with ATN

MANAGEMENT'S PRIME OBJECTIVE: SELLING FOR ADVERTISERS

$9/ hat WING. WCOL and WIZE
are today is the fruit of long-range
planning and imagination. Here is a
management that in the late "10's fore-
saw the need for revamping its local
programing structure in order to meet
the competition from a second air me-
dium. It proceeded methodically to
~trengthen its retinue of local person-
alities and put greater emphasis on au-
dience promotion.

Although affiliated with ABC. WING.
WCOL and WIZE are community sta-
tions in every sense of the word: WING
has for vears received more awards for
community service than anv other sta-
tion in Davton. WIZE has lived up to
its slogan. “WIZE Promotes Spring-
field” by maintaining a high quota of
public service programs. while WCOL
has truly distinguished itself as the rep-
resentative station in the Capital city.

To give vou an idea of how WIZE
1ates in presiige: Springfield wanted to
show Alice Bahman. one of WIZE's
personalities. how much it appreciated
the public service she contributed
through the vears and so the mavor
proclaimed an “Alice Bahman Day.”

Service to the advertiser has always
been a cardinal policy with the man-
agement. !t is alert and thorough with
merchandising help when requested.

1. WING: [t

George Lenning.
account exec, whnse 30

2. WCOL: (/o)

Neal A. Smith, manager: in radio 16 years; sales
b (s

executive for WL and WLI-T between leaving WCOL

3. WIZE: Mrs. Vir-

gini¢ Ben-

vears in radio have wmade him an authority
on how to help the advertiser best build
sales in the Dayton arket. (right)
Charles Reeder, program director: with
WING 17 years: also a ranking pianist

in 19134 and his return early last year; doubled WCOL’s billings the
past year. (ceunter) Jack Doty has been with W COL 15 years as local
sales representative and more recently in charge of national sales
(right) Bill Belaney, program director; served in varlous capacities
in his six years with station: has popular early inorning newscas!

nett, the manager: was
four years account exer-
utive at IWING; prior to
WING was assistant pro-
gram mer. with K'SA/

Pt

L l
N
NATIONAL SALES REPRESENTATIVES: H-R REPRESENTATIVES,

LOS ANGELES [

INC.

NEW YORK ° CHICAGO ° SAN FRANCISCO




49TH & MADISON

(Continued from puge )
and the agency, But, without getting
into the cliché of “big frog in a little
pond™ or the “hittle frog in the big
pond.” radio and television  require
sound, careful <ervicing moany event.

We feel that an advertiser deserves
full measure of return for every dollar
that
nteans staving on top of every radio

e spends, and weve learned
and television purchase. whether net-
work, spot prograni, or spot aunounce-
The result
honrs in the cost of doing business,
an appreciable nick i an albready-<mall
margin of profit.

nrent. i~ mounting nEn

We've heard it sand that we have an

easy task when we by an outside net-

work television package. for example.
Weve learned from experience that
such is not the case. First of all. we
eenerally ~elect the program because
our television specialists are program-
Scecondlv. weve found
that we put almost a~ many man hour~

ing eaperts.

i the program. exchisive of commer-
cials, as the packager does,
for the

failure of the program will ultimateh
come to us, especially the responsibility

Re~ponsibility SUCCEss  or

for a failure. therefore we have addi-
tional incentive to give it the attention
required to make it a success. | ..

We've analvzed our telephone and
traveling expenses solely in connection
with obtaining station clearances fo
our television programs. They're ab-
normally  high.  Abnormmally  high?
They re fantastic. and they will be un-
til the market situation in TV is sta-
bilized with the advent of new stations
in one- and two-~tation market-,

We've had our choice- -less =ervice
and fewer man hours. or the uecessar
“by the s=kin of our
teeth. we hope to get by™ attitude on
the cost to us. We haven't succumbed
to the temptation to give less service.
but we are about ready te succumb to
the temnptation to ask for a service fee
on certain types of radio and television
activity.

service and a

SECRETARY-TREASURER
Vidwest Agency
( Yame withlhield on request)

GRASS-ROOTS APPROACH

A suggestion to help you accom-
plish ltem 15 in your editorial. “This
we fight for™ (9 February 1953).

27 JULY 1953

\ practical and econonncal metlod
of bringing a grass-roots approach to
New York time boving is increased co-
oprration between the large agencies
and <oall agencies in aities and towns
throughout Minerica. We recenthy had
oceasion to aid the Bochen Cooinoa
television campaign in Milwaukee, We
have alo recenthy furnished a black-
and-white and color newspaper cawm-
paign in cooperation with Henri, Hurs
N MebBonald.

had oceasion to assist Lennen & Newell

Several times we have

i a public relations capacity.

I believe that the <mall agencies are
in a position to provide a real serviee
to New York timebuvers in many ways
where specific local information wonld
add value to their efforts in <er icing
national accounts. We have found this
form of cooperation to be mutually
beneficial and expeet to find our effort-
iu this direction expanded consider-
ably during future years,

H. Fros Sywron
The Navion lgency
Wiliwaukee

SPONSOR REPRINTS

I am an iustructor in TV produ
tion and writing and consider vour
publication a *“mn~t" for class reading
all my courses. | like to
secure reprints of anv articles that are

in would
available. <o I will not have to damage
library of spoxsor. llaving ~een
and acquired many reprint~ at the
NARTB comvention. | know the value
of them in class instruction.

I would also like to know where |
may secure back copies of sroNsor.
January 12, February 23. March 23.
and May 18. all 1953 issue-. and their
cost, ..

mny

LLoer F. Prerss
American Telecasting (orp.

Hollywood
® Back i-snes, when availahle,

SPONSOR hinders, inclnding
issnes, £10,

ca-t S0c cach.

siv. mooths of back
cast

TV STATION MAP

Would it be possible for vou to ~end
me one copy of the latest TV <tation
map which vou published along with

vour fine magazine?

Fraza Khient
Radio-T1 Direcror
Richard . Folev 1dr.
Pliladelphia

e SPONSOR' lateat TV
in the 14 Jaly

~tation map appeared
1952 iscue.

WJAR-TV

OWING

ABOUT ITS NEW

SINGING SENSATION

RUSS

EMERY

Fresh from New York and
fabulous success at the
famed Copacabana, the
Paramount, Gogi‘s La Rue!
A sought-after singer on
the “Ken Murray Show '
e..”"Kate Smith Show”’
““Celebrity Time’ .. .the
"“"Faye Emerson Show’’!

NOW STARRING ON THE

NEW ENGLAND
TALENT CLUB

Monday through Friday
Sto 5:15 pm

Sponsared Mondays and
Wednesdays by THREE
MUSKETEERS and SNICKERS
on Tuesdays by SIMMONDS
UPHOLSTERY. A breezy
quarter haur af tuneful
talent, with established
guest stars and enthusias-
tic would-be cetebrities!

£ Available now over
New England’s Most
Powerful TV Station
where you sell More
People Per Penny
than in any other
area in the U.S. A,

AT THE SIGN OF THE ROOSTER
PROVIDENCE

1 Represented by WEED TELEVISION

y
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"During our con-
struction period we
received the most unusual
co-operation from everyone
at RCA. . .Since going ON-AIR,
the quality and continuity
of equipment service
has been gratifying. "

C. RICHARD EVANS
VICE-PRESIDENT & GENERAL MANAGER
KGMB- TV

"Our TT-500A is putting
out a beautiful picture
every day--with practi-
cally no maintenance
whatsoever."

MURRAY CARPENTER
MANAGER, WABI-TV

ey

"Our 1-KW UHF Trans-
mitter has proved to be
all that could be desired
...Since our first day
: of operation we have
consistently wmaintained
1009 power. "

PETER B.
.) KENNEY ]

STATION MARAGIA

XJULIAN GROSS ‘\

PEELIDINT

L) S

"...our l1-KW UHF
transmitter and UHF
Pylon Antenna are giving
s far greater coverage

than we anticipated. We
are more than pleased
with the excellent

results.” /‘\ »
¥

NEAL B. WELCH

GENERAL MANAGER, WSBT-TV

Chaune [ 25

"RCA can feel justi-
fiably proud of their
1-KW UHF Transmitter,
UHF Pylon Antenna, studio, and
remote equipment installation
. . Our RCA transmitter is giving
us a signal far in excess
of what our engineers
originally
calculated.”

JOHN ROSSITER

GENERAL MANAGER, WITV

-

i

"...our RCA 1-Kw
UHF Transwmitter is
working so well our
coverage has exceeded our
wildest expectations...We
are delighted with our
fully RCA-equipped dual
studio, filw room,
and control room
layout."

¢ 2=2§‘? 

L

DAVID M. BALTIMORE g

GENERAL MANAGER, WBRE-TV ’Q’
&, ]

L

ATV L

-

whEN BRUAY

JRER
- et

Lew
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.our confidence
UHF television, and
'RCA All The Way,' s

not misplaced.”

_—
——

WARREN P. WILLIAMSON, JR.

PRESIDENT & GENERAL MANAGER,
s N

K F D M Beaumont, Texos
KFDx Wichita Falls, Texas

e

"For 20 yearc®
have operated ou
Radio Stations on %
policy that our eqi::
went must be nothing
less than the best. N¢
rally we chose an
RCA 10-kw trans-
wmitter and asso-
ciated RCA TV
equipment for
KFDX-TV."

DARROLD A. CANNAN
PRESIDENT, KFDM KFDX-TY

o =
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The RCA 12-section
arenna 1S performing
Hsplendxd fashion. As
piter of fact, its
arproance exceeds the
spie made by your
g Representa-

o

L

"We are glad we are
RCA ALL THE WAY.. RCA
personnel! has been
helpful at all times...
1'11 recommend RCA
equipment
any time."

. C. KELLAM

1 MANAGER, KTBC-TV

KARL 0. WYLER 4§
PRESIDENT, KTSM-TV ..

"Your constant
attention and service
has earned our deepest
appreciation and has made
tt possible for us to
render maximum,
dependable TV
sorvice.. . "

FRED WEBER

PRESIDENT, wFPG-TV

RCA Equipment

I FOR A PROFESSIONAL OPINION on the finest TV equip-

modern television station.

ment you can buy, ask the management man who operates a

For a professional analysis of your TV station requirements,
ask the experienced equipment man who &»zows his TV station
planning . .. YOUR RCA BROADCAST SALES REPRESENTATIVE!

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT.

"KROD-TV is com-
letely RCA equipped... b
ar RCA 500-watt trans-
ttter (temporarily in-

3tlled) has done a very

sa:sfactory job...Cover-

ig (because of our

911 mountain-top

location) has

been phenom-
¢ enal."

“Qur new RCA Studio
and Transmitter equipment
combination produces the
best picture I have ever
seen on a receiver.”

JOSEPH HEROLD

STATION MANAGER, KBTV

§CE DORRANCE D. RODERICK

SUANMAR OF THE BOARD

—

4‘@. o

:f.\

CAMDEN, N.J.

"...in addition to

having excellent equip-
ment, RCA personnel is
certainly qualified to
assist the telecaster. ™

™
4 A

-

Lty
“
p
7

FRANK E. KOEHLER

GENERAL MAMAGER, WROV-TY




THE FACTS

speak for them-
selves about

“HOMETOWN,
AMERICA”

on WFBR
in Baltimore!

28,338

Labels Were Bid In Radio
Telephone Auctions

311

Calls Were Made By Our
Sales Servicemen

278

New Retail Grocery Outlets
Were Opened For Sponsors

410

Store Positions Were
Improved For Sponsors

469

Stores Are Now Cooperating
And Displaying “Hometown,
America’ Display Material

401

Individual Displays Were
Built For Sponsors

THIS IS ONLY
THE BEGINNING !

20

: by

o - Robert J. Landry

I

Salesmanship and radio

In the 7 April 1952 issue of this journal, aflectionate tribute was
paid the memory of an admirable opera-singer-turned-salesman.
Otto Freitag was< the gent's name, and he was a friend of your
correspondent. We recalled seeing him in a small distributor’s shop
in a provincial Mexican town on a summer afternoon “down on his
stomach explaining to a Mexican business man. who was down De-
side him. the wherefores and modus operandi of a Servel kerosene-
fueled refrigerator.” We went on to connment: “He could have relied
upon brochures and conversation.” But he was down on the floor
making the demonstration “because he was. by instinct. a naturally

creative salesiman.”
* 3 2%

We thought of Otto Freitag again the other night at the New York
University Summer Workshop when we heard Robert S, Keller, this
time a theatre-organist-turned-salesman, make some very wise and
amusing comments on the whole theme of salesmanship. Keller. of
course. sells small town radio, and in the present television-obsessed
period. some people would consider that occupation to be pretty
courageous, if not downright naive.

* E 3

“How do you sell time?” Keller put the question rhetorically. then
answered it: “About the =ame way vou sell anvthing. First. you
locate vour prospect: second. vou focus hi sattention on or whet his
appetite for the commodity you are selling: and. third. you take his
order. . . . There are as many ways to make a sale as there are sales-
men. There is high pressure. and low pressure. being in the right
place at the right time, being in the wrong place at the right time.
perseverance. diffidence, knocking your competitor. praising yvour
competitor. pounding pavements, sitting in the office making tele-
phone calls ad infinitum. There are no pat formulae. no magic
words, no boiler plate that will guarantee results.”

* 4 *

This. we submit, is good firin sense and we found it arresting when
Keller went on to observe to the university ~tudents: “Radio has
nothing to fear but its own lack of confidence. The temporary scare
was good for radio; it took a closer look at its circulation. its audi-
ence, 1ts low cost-per-1,000 and discovered how really big it i=. And
now, finallv. radio is doing a proper job of <ales promotion to focus
the attention of the advertizser on these facts.”

* +* 4

How true. how true. The “comeback™ of radio is now a matter
of general notice. and of a new =alesmanship hammered out on the
anvil of a bad freight. The most enthusiastic zealots of the cause of
television cannot make the overpowering radio statistics turn blue.

(Please turn to page 71)

SPONSOR
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To Better Serve Alabama?k

, N T NN
Ghz i’Bn'mmghmn szs

jéTﬁ’s”WITlll

Appl:catwn Pending for 50 KW

WA fm

Now 56 KW

WAFM-TV .

Soon to be 316 KW Henry P. johnston, executive vice-
president of THE BIRMINCHAM

NEWS CO., who hos monaged The
NEWS’ vodlo properties for the past
17 years. He now is president and
monoging director of the three sto-
tions.

and the Columbia Broadcasting System [

I Advertisers will profit, too! They will receive the benefit of
vastly increased promotional facilities, stepped-up merchandis-

ing and valuable research activities.

Represented by

CBS Radio and TV
Spot Sales




meer ROBB
(Two B's, If You Please)

THOMAS

He might offer you another
explanation, but to his spon-
sors those two "B's" mean
Big Business.

Popular music, personality interviews,
frequent news and sports reports and
pleasant chatter about Milwaukee events
— that’s the "R.T." formula on Robb’s
mid-morning “Record Shop" and late-
afternoon 1340 Club." Milwaukee loves
it, loves WEMP's round.the-clock dise-
jockey personalities,

And so do these natlonal advertisers:
Oxydol, Prell, Swan's Down,
Carnation, Omar Baking,
Mautz Paint, Robert Hall,
Wonder Bread, Standard Qil,

R. G. Dunn Cigars, Household
Finance, Campbell’s Foods
and others.

Join them and find out how WEMP
delivers up to twice the Milwaukee
audience per dollar of Milwaukee net-
work stations*. Call Headley-Reed!

*Bosed on latest available Hooper
Comprehensive end SR & DS rates.

WEMP weme-ru

MILWAUKEE

HUGH JOICE, IR, Gan, Mgr.
HEADLEY-REED, Natl. Rep.

24 HOURS OF MUSIC, HEWS, SPORTS

Milton Fox-Martin

Manager, Central Mutual Funds Dept.
Kidder, Peabody & Co., New York

W Spomsor

It would be a rare contestant on a quiz show who could tell you
that the president of the N. Y. Stock Exchange 1s G. Keith Funston.
The chances are far greater that the contestant could identify Milton
Fox-Martin as the mutual funds department manager of Kidder.
Peabody & Co. The reason is simple: Fox-Martin has been something
of a radio personality for the past two years.

Shortly after he joined the brokerage house in 1951. Fox-Martin
became intrigued with the idea of a radio program which would ex-
plain the workings of mutual funds to a mass audience. Working
with Edwin Rooney, radio and TV director of Doremus & Co., a
format was developed in which Fox-Martin would conduct a 15-
minute interview every week over WOR. New York. with the re-
search heads of the country’s leading mutual funds.

The program proved so popular that it was taped and rebroadcast
over WBZ, Boston, and WGN, Chicago. in which cities Kidder. Pea-
body has branch offices. In addition to its popularity. the program
proved successful as a new business getter through its booklet offers.

Explaining his personal appearance on the program. Fox-Martin
told sPoxNsOR: “One of the hmportant things in getting new customers
for an investment business is building confidence. And 1 feel that
people like the fact that they are getting their information from
someone who is actually in the investment business rather than a
professional actor. It gives the program that personalized approach
which is so important in the securities business.”

To improve his delivery Fox-Martin took diction lessons from
coach Marion Rich. And to steer clear of possible trouble he became
a member of American Federation of Radio and Television Artists.

One other reason that he likes radio as a sales tool is: "You've
got a certain aniount of freedom from competition. Your ad isn't
buried in with many other advertisers of the same category.”

This accolade for radio has added weight when vou consider the
fact that Fox-Martin worked in the financial advertising department
of the New York Herald Tribune hefore joining Kidder. Peahody.
e has had a diversified selling and advertising career between the
time he left Yale in 1935 and his present assignment.

Fox-Martin nmakes home in Pound Ridge, N. Y.. with his wife and

six children. lle’s active in church work and a member of the
* * *

school hoard.
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The expert fisherman knows that pre-requisites to
bringing-home-a-catch are

1. Proper equipment

2. Knowledge of its use

3. Knowing where the fish are.

Mr. Sponsor realizes that when he goes fishin’ for
new sales, he must also be adequately supplied
with the same basic factors.

SPeeDy has two lures called "AM™ and “TV"
which for years have attracted wide interest
among a million potential customers. The use
of his equipment and knowledge has brought
outstanding results to sponsors fishin’ in the
"Billion Dollar Toledo Market".

Remember, there's no "limit'” when you fish
with SPeeDy.

O AMATV

“a. . TOLEDO, OHIO

Represented Nationally
Storer Broodcosting Compony lrjv KAT Z

27 JULY 1953 3



Something .new has been added . . .

MEET
onnie
Look!

THE NEW HOME SERVICE DIRECTOR OF
OMAHA'S RADIO WOW AND WOW.TV
. . A FRESH NEW PERSONALITY WHO
CAN SELL FOOD AND HOUSEHOLD
PRODUCTS!

SHE CAN GET MORE SALES FOR YOU . .

BECAUSE . . . she hos fine professianal training in hame eco-
nomics . . and every ather facet of madern
living.

BECAUSE . . . her experience includes applying her skills ta
a family af her awn . . and tezaching hame
management ta thausands af wamen.

BECAUSE . . . she sells naturally and instinctively . . {Yau've

gat ta see and hear her ta reclly appreciate
this*)

[*Air-check or film

avoiloble on request] *CONNIE’S CUPBOARD
11:15 —11:30 a.m.
Monday through Friday

® Ask your John Blair or Blair-TV representa- Radio WOW

tive haw Cannie Cack can give yaur sales a *CONNIE’S KITCHEN
lift in the great Midwest market served by 3:00 — 3:30 p.m.
Radic WOW and WOW.-TV. Monday through Friday

WOW-TV

NBC—590 KC Meredl+h S+a+lons NBC—Dumont

5000 watts OMAHA 100,000 watts

Radio wow ® wow-'l'v |

i
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4 :H, Nerw o sectte Vefwe  hoa
| SPONSOR AGENCY STATIONS
| Chevrolet and Chevrolet Campbell-Ewald, Dctr ABC 364
Dealers, Detr
Emerson Drug, Balt Leanen & Newell, NY MBS 560
Int'l Cellucotton, Chi FCGB, Chi CBS 202
Laiser-Frazer, Willow Run, Wm H Woeintraub, NY CBS 166
Mich
Radio Bible Class. Grand john M Camp, Wheaton, ABC 42
Rapids. Mich mn ]
I Tonr Co, Chi Werss & Geller, Chi ABC 313
Il
Yy .
F - Yol g~ @ oo ¢ (1
SPONSOR AGENCY STATIONS
Ligeett & Myers, NY Cunningham G Walsh, NY ABC 331
{Chestarficlds)
Liggett & Myers, NY Cunningham & Walsh, NY MBS 560
(Chesterficlds!
Miles Labs, Elkhart, Ind | Ceoffrey Wade, Hywd MBS 476
Procter & Gamble, NY Biow, NY NBC 162
Procter & Gamble, NY Benton & Bowles, NY NBC 175
Procter & Gamble, NY Compton, NY NBC 170
Procter & Gamble, NY Benton & Bowles, NY NBC 173
Procter &G Camble, NY DancYcr-Fitzgcrald Sample, NBC 164
N
Procter & Camble, NY Young o Rubicam. NY NBC 1B6

(For New Nuational Spot Raldio and TV Business, sce “Report to Sponsors” page 2.)

3 el R X ] r* B¢ A

NAME FORMER AFFILIATION
Louis Arnold Du Mont, NY, asst to dir prog G prodn
Leslie G. Arries |r Du Mont. NY, asst dir prog & proda
foe H. Baker KMTV. Omaha, prom mgr

Richard H. Baldwin
Frank Barron
James W. Beach
Bob Brahm

F. E. Busby

Calvin S. Cass
Robert E. Chaffce
Douglas R. Clawson
Alex Coe

Pat Cooney
Richard L. Gecismar
Ansel E. Gridley

Paragon Pictures. Evanston.
WIW  Cleve, sls rep
WBKB. Chi. sls deot
S-enan Cems. NY, sls exec
WKRG. Mobile, gen mgr

Life Mag. sr slsmn
KITE. San Antonio. comml

Du Moant, NY

Dick Harris
Bertram |. Hauser
A. L. Hollander |r
E. P. H. James
joseph A. |Jenkins
Harrison Kohl
Jacques Licbenguth
Robert Lyons
Clyde F. Meades
Jay Merkle

Weraer Michel
joha H. Milburn
Edward A. Montanus

WNAX, Yankton. SD. prom
MBS, NY, mer co-op prozr
Du Mont, NY, prodn facils
NBC. NY. prom dir
WNBK. Cleve. mgr

Arme Manifolding. NY, sls

Du Mont. NY, prodr

next issue: Neiwe and Reneiwced on

b In

Changes: Sponsor Personnel Changes; Station Changes (reps, network affiliation. poicer increases)
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'

1, sls <tf

Croslev Bdcstg, NY, sis dept

mgr

mer
aming
mgr

stf

WRAP, Norfolk. Va. asst mer
WGH. Norfolk. Va. acct exec
Du Mont. NY, sr prodn facils supvr

KTIP. Porterville, Cal. comml mgr
Bryant Machinery & Eang, Chi, adv mgr

Zion's Securitics. Salt Lake City, asst mar
Ley & Livingston, SF. mgr Phoenix branch

sls arct mgr
WFGM, Fstchburg, Mass, pres & gen mar

Des Moincs Register & Trnib. prom maer

Telerision

(Netwcork) :

PROGRAM, time, start, duration

Five min newscasts; 24 cach weekend scatlered
throughout sched: 27 june; 13 wks

Titus Moody; T. Th 7-45-50 pm: 21 July; 52 wks

Arthur Godfrey. M F 10-10:15 am: 7 July; 52 wks

Lowell Thomas; M F 6:45-7 pm 29 Junc, S2 wks

Radio Bible Ctass, Sun 8 8 30 am S Jul; 52 wks

Turn to 3 Friend. T, Th 1155 am-12 25 pm; 23
june;, 26 wks

PROGRAM, time, stast, duration

Les Griftith & the News: M-F 7.25-30 pm: 29
june; 52 wks
Perry Como* M, W. F 7.45-8 pm; 31 Aug; 17 wks

Curt Massey Time. M-F 12-12:15 pm; 29 Junc;
52 wks

Wcl:omc Teavelers: M-F 10-10°30 am; 29 June; 52
wks

Life Can Be Beautiful; M-F 3-3°15 pm; 29 June,
52 wks

Road of Life: M-F 3:15-30 pm: 29 Junc; 52 wks

Pepper Young's Family; M-F 3:30-45 pm; 29 June:
52 wks

Righkt te Happiness: M-F 3:35-4 pm: 29 June: 52
wks

Backstage Wife, M-F 4-3:15 pm; 29 junc; S2 wks

NEW AFFILIATION

Same. asst bus mer prog dept

WTTG. Wash. mer

May Bdcstz Co 'KMTV. also KMA, Shenandoah
lowad, dir prom & mdsg

NBC Film Div. Chi. sls rep

WXEL, Cleve, sls stf

Same, sls mar

Ssme castern sls mgr, film synd oper

WPFA-TV. Pensacola. Fla, gen mar

Adam |. Young Jr. NY, radio sls stf

KX'C, lowa City sls mar

KDYL, KDYL-TV, S$ait Lake City. sls dir

S¥me st tion mer

KH}-TV  LA. acct cxec

dame. bus mer prog U prodn

Same  also Sali<bu'y Bdcstg Corp Worcester vp
gen mar

Same. sls scrv mgr

Same vp chz co-op programirg

Same <hz? prog oper

KVOA. Tucson. coord of TV planning & pub rel

WKIF-TV. Pittsb. comml mer

KMTV Omaha sls stf

NBC Film Div NY sls rep

Same gen mer

Same. comml mgr

Same. proda facils mgr

Same exec prodr chg prodn

KSFO. S5F acct excc

NBC Film Div, Chi, sls rep

Numbers after names
refer to New and Ke-
new category

L., frries |
freher V. Su
F. E. B sby
R L Ge
J.‘L.‘ l“ 1f .-

Adcertising Agency Personnel
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' New and renew

26
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NAME FORMER AFFILIATION NEW AFFILIATION

Ellis Moore NBC, NY, press dept Same, bus publicity mgr
john L. Moore Longines, Wittnauer Watch Co, NY, adv mgr BAB, NY, sls exec
Charles . Monin 1 KPOA, Honoluiu, commi mgr | Consol TV SIs, Pacific Coast acct exec
John Mowbray KSFO, SF, acct exec | KXA. Seattle, comml mgr
Paul B. Mowery WABC-TV, NY, gen mgr Wl;’IL:I_‘yIFIL-TV, Phila, prog G sls advisor, §
Fred Nettere Wall St Journal, NY, space slsmn Katz Agcy, NY, TV sls stf
Carl Nielsen NBC, TV spot sales mgr KCBS, SF, acct exec
Roger O'Connor Avery-Knodel, NY, radio time slsmn Katz Agcy, NY, TV sls stf
Alvin G. Pack Own ad agency & recording co, Salt Lake City KDYL, Salt Lake City, prog dir
Robert D. Peel WFRX, Frankfort, I, prog dir WIND, Chi, prodn mgr 1
Ed Presnell H. P. Wasson Co, Indianapolis, sls dept KSTL, St Louis, sls rep 5]
Herbert Rice MBS, NY, creative prodr Same, vp chg progs
Robert Rodgers NBC Spot Sales, NY, acct exec NBC Film Div, NY, sls rep
Richard H. Rogers Rogers Co, NY, film rep (own firm) Screen Gems, NY, sls serv
William T. Romaine CBS, NY, mgr film library | WSAZ, Huntington, W. Va., admin asst
Sam Rossant MCA NY, sls exec ABC, NT, acct exec radio sls
Murry Salberg CBS Radio, NY, prom dept Same. Dprog prom mgr
Richard T. Sampson KXO, El Centro, Cal, mgr Bdestg Corp of Amer, Cal, :gen mgar
Dick Schutte KSFO. SF, acct exec KXA, Seattle, acct exec
John Seidler Lu Mont, NY, asst to prodn facils supvr Same, asst prodn facils mgr
Frank S. Shaw NBC, Chi, guest rels stf NBC Film Div, Chi, sls rep
James Strain World Bdcsig, Hywd, sls rep NBC Film Div,.Hywd, sis rep
Donald D. Sullivan ‘ WNAX, Yankton, SD, cmm! mgr Same, also KVTV, Sioux City, dir adv
Arthur M. Swift WO0O0D, WOOD-TV, Grand Rapids, Mich Same, gen sls mgr
J. W. Timberlake Jr W. L. Stenesgaard & Assoc (point-of-purch adv Jetferson Standard Bdcstg (WBT, WBTVI,
i | specialists), staff lotte, asst to gen sls mgr
Bill Waish ' Dowd Agency, Boston, media dir Weed G Co, Bost, supvr spot radio sls
George I. Weinman Jr Tide Mag, NY, sls stf | Geo. P. Hollingbery, NY, sis stf
Earl M. Willhite [ Tullis Co, LA, radio &G TV acct exec KMO-TV, Tacoma, gen sls mgr
Ken Willson Tobacco Net, NC, gen sls mgr Same, vp, gen mgr
Henry T. Wilson WOR, WOR-TV, NY, bus news ed | Same, mgzr press info
Mel Winters WINS, NY, prom, mdsg mgr J KWKW, Pasadena, prom mgr
_Kelly. Wofford ™ = KEYS —~Corpus -Christi ~Tex,—mgr-—— KITE,- San Antonio,~comml-mgr
SPONSOR PRODUCT (or service) AGENCY
B-B Pen Co, Hywd Pens Hilton & Riggio, NY (eff 1 Au
Betty Zane Corn Prods, Marion, Ohio Betty Zane Popcorn and Popcorn Oil Kight Adv, Columbus, Ohio
Chicago Spring Prods, Chi Spring units Bozell & Jacobs, Chi
Cole of California, LA Cole swim suits Young G Rubicam, LA
Country Home Bread, Wolcott, Conn Country Home Bread, butter rolls, Edward Graceman & Assoc, H
English muffins ford, Conn
Cudahy Packing, Omaha Old Dutch Cleanser, Delrich margarine, Young & Rubicam, Chi (eff 3
meat prods, other prods
Garden Guild of Amer, Devon, Pa Horticultural prods Smith, Hagel & Snyder, NY
Hosid Products, Syracuse Clamur Instant Upholstery G Rug Barlow Adv, Syracuse
Cleaner |
Kroll Bros, Chi Juvenile furniture | Bozell & Jacobs, Chi
M & R Dictetic Labs, Columbus, Ohio Pream, dairy prod for coffee; Ten-B- Benton & Bowles, NY (eff ]
Low ice cream mix; other dairy
prods
Polaroid Corp, Cambridge, Mass 3-D viewing glasses | Cunningham & Walsh, NY
Serta Assoc, Chi Perfect Sleeper mattress | Bozell & Jacobs, Chi
Sun Oil Co, Phila Blue Sunoco gas, Sunoco motor oils, Ruthrauff & Ryan, NY
automotive prods
C. A. Swanson & Sons, Omaha Oleomargarine div l Bozell & Jacobs, Omaha
Whitehall Pharm, NY Kriptin, Guards Cold Tablets, Petro- Compton, NY

—Syllium — ————— e

Numbers after names
refer to New and Re-
new category

Fred Nettere (3)
Roger O'Connor (3)
John Vowbray (3)
D. D. Sullivan  (3)
Dick Harris (3)

E.P. N James (3)
Hlvin G. Puck (3]
Murry Salberg  (3)
A. L. Hollander Jr (3)
iFerner Michel (3)

SPONSOR




|
|

% D Joerl . Niwer Herwere y////%/},
) , ~
pUE W S AV E N'/‘ Jechvs Nt Horver

—— et —— — — — — —

In drug stores all over the world
1

A prosperous, working community

s a boying connmunily. Now Havon's

more thau 550 monufacturing conecrns
make 1t a mavket that's healthy
ccanonticatty and accalthy in potential sales
for you. ITnetude it in your

| ——

advertising sehednles!

Most efficient way to reach

and sclt the people of Now Haven s
theough WNIHCO—the ““radio conter’ for
cutertarnment and news. Programs
have a strong local appeal that kecps
dials set at 13f0. Let WNIC

stonutate yonr soles in New Havon!

NEW HAVEN
(//:’((’ Qg)yé’uzr/:x /;J/
N-»% /eﬁ 4(41(/0(14 Any Aerut‘ce

Represented Natiorally by
THE KATZ AGENCY
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New developments on SPONSOR stories

H E See: “llow Ruppert wooed 1hie women and
I s

E . won
Issne: 20 Ocirober 1952, p. 32
B U Y \\1‘\\7 . Iniroduecing - brand., Knick
0 0 Sllhjeet: ueing a new brand., Knicker-

bocker, Ruppert used air media ex-

p— ~ . o lensively, secored massive gains
O GREATER

- PITTSBURGH

Having wooed the women and won. Ruppert has broadened it»
appeal via a spot campaign of programs and announcements. To kick
off the promotion of its dark beer., Ruppiner. the brewery ran an ex-
tensive announcement campatgn on WHOM, WWRL, WLIB. New
York. to reach the Spanish. ltalian. German, and Jewish markets.

Recently returned from a trip through New England, Biow account
executive David Halpem told spoxsor: “1 checked sales very closely
and can safely say that Knickerbocker has outstripped every brand
in New England. local or national. We're first in sales in Massachu-
setts. Connecticut, New Hampshire. and Vermont. And we're using

| plenty of radio and TV to stay No. 1.7 Firm is airing newscasts
four times a week on WNAC-TV, Boston. and WJAR-TV, Providence.
It’s also running announcement campaigns on radio and TV in New
Haven. New Britain, Holyoke. Schenectadv. and Binghamton.

To maintain its rate of climb in New York Ruppert has the follow-
ing lineup: Jane Pickens, WNBC. Thursday. 10:35-11:00 p.m.; Bill
Leonard. WCBS, 9:00-9:05 a.m., Monday, Wednesday, Friday; Bill
Leonard, WCBS-TV. 6:05-6:10 p.m.. Monday through Friday: a
Spanish soap opera on WHOM, 9:45-10:00 p.m.. Monday through
Friday; Ken Banghart, WN\BC, Tuesday. Thursday. Saturday. 6:00-
6:15 p.n.

Starting 29 July Father Knickerbocker. Ruppert’s live trade mark,
will be a Wednesday, Thursday. and Friday feature on the Steve

Pittsburgh’s Pioneer Allen Show, WNBT, 11:20 to midnight. Both agency and adver-
tiser are convinced that a fresh, live show in that time slot can pull

c
- UHF TV Station , :
a major share of the audience away from the usual run of late films.
-
o
b

523
WKJE-TV

Telecasting
Outstanding
NBC Programs

DSOS BRSO SU0ISSINTEUSESDEUSEH /SO SSSSB PP TODROES

now te‘eGaSﬂﬂg A spot radio ca'mpaign will be us.ed to promote lht? new program.
One of the tricks Ruppert uses is to =pot the major portion of its
daily SpOI'ISOI'Ed announcements and programs on Wednesdavs. Thursdays. and Fri-
days in order to pound its messages home at a time calculated to
programs catch the housewife just before she does her weekend shopping. Con- }.
vinced that the trend toward bottled beer (76« bottles to 24
draught) means an increasingly important role for the woman
shopper. Ruppert works closely with WNBC to get the most out of
that station’s “Chain Llohtnmo " merchandising p]an The brewery’s
own promotion team tupphe: special display material in advance.
The effectiveness of Ruppert’s strategv is put simply by Herman
Katz. v.p. in charge of sales: "Despite our phenomenal sales success
in 1952 we haven’t slackened up a bit. And the result is our sales are
up 15-207 over last year and still rising.”

[

taking Pittshurgh's
2174 hillion market

OUT OF SINGLE
STATION CATEGORY

|

> . . - 1
Sce: “Foreign-langnage radio: a 1953 »la-
tus report™

j Issue: 26 January 1953, p. 38

E P l T T S B u R G H % 0 0 Subjeet: General Mills joins nalional spon-ors {
-

of Spanish-language programing in

Sonthwest
(g Phone, wire or write, Recent addition to the impressive roster of national foreign-lan-
o auage radio advertisers is General Mills” Gold Medal Flour. To sup-
be for rates and data sheets

plement its radio advertising in the Southwest. this firm bought a 15-
minute segment of a honiemaker show. Club del Hogar (The Home
Club). on I\l\\ W. San Antonio, Tex. This program, on the air start-
ing 6 July from 10:00-10:15 a.m. across- -the-board, is aimed at the
larae segment of the 1.500.000 Latin Americans in Texas who're
Pl lttlrsIrte 3888 concenllale(l in the San Antonio area. Agencyv: D-F-S. * % K

= WEED TELEVISION

National Representatives

28 SPONSOR
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Time Biyers who Dig Jor the FACTS

BUY SAN DIEGO

(... Because it’s the Nation’s fastest growing large city)

AND

BUY KSON

(...S8an Diego’s only 24 hour music and news station)

Because, regardless of what survey they work
with, they have only to consult SRDS to find-

KSON IS THE LOWEST cost o e

PULSE NIELSEN HOOPER
KSON..... 44¢ KSON ..... 06¢ KSON ..... 76¢
A $ .80 YAT oL 10¢ A $1.04
B $2.27 B . 25¢ B”....$86.18
C $1.68 “C" . 22¢ C....84.04
D $1.50 “D” L., 21¢ D $4.63
E $1.50 ‘E 14¢ ) 2
April- May daytime Inner Pulse Comparative cost per thousand Ape May da
100% yardsuck {Mon.-Fri.) day- homes based on average daily ra
time 15 time one minute rate, circulation daytime 15 time one

minute rate.

OWNED AND OPERATED BY
FRED ond
poroty RABELL

REPRESENTED BY
THE BOLLING CO.
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lka-Seltzert amel™

mm-i-Dent+ oca-Cola™
| nacin’ unningham &k
i
| .
| |
! ayer Aspirin™t lock Drug™
| ros., Lever™ .B.D.& 0.7
| ristol-Meyers™ elding, Foote, Co
l
ecil & Presbrey* terling Drug®t
hesterfield* S.C&B*
arter Products* . C. Johnson & A

“all these clients and all these agencies (jf
many, many more: more, in fact, than i

summer-fall to date) are now usmng. ...




cedham, Louis & Brorby*t
aumkeag Cotton™

cwell, Lennen &%

ates, Ted & Co.*
romo-Seltzert

urnett, Leo Co.

onsolidated Cosmeticst

U NAT

oe. Donahue &t
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TOWELS-SHEETS
CANNON MILLS COMPANY

LARGEST MANUFAC TURERS '0F HOUSEHOLD TEXT ILES

s

s

SR PR

TYVCERL WYUIRYCINYEB2 Ot HON2EHOT

CYUHOU KWIrre COWbVYUA
LOMET2-2HEE L2

Canwon Mills, Inc., Kannapolis, ¥. C.. : ; =
Weekly Audience (Caberrus County)

WBT—90% of redio homes

WBTV—93% of television Romes

as near Charlotte as Highland Park to Chicago

A BIG GUN OF AMERICAN INDUSTRY

Emplaced on the towel rocks of the notion, the friendly
tiring piece of Cannon Mills symbolizes the notionol
significonce of the Carolino textile industry. Every fifth
Americon textile mill is located in the Corolinos ond
Chorlotte is the geographical center of the industry.
It’s an industry thot’s smoll-town but big-time — ond
o major reason why Charlotte — 73rd U. S. city, ronks
in the nation’s first 25 morkets>

22nd 1n populotion
(Heorst Advertising Researc hy

— o Chorlotte 2
1)

* Kannapolis '

the
middle |
of

a
fabulous :
market :

JEFFERSON STANDARD Broancastivg CompaNy, CHARLOTTE, N. C.

Represented Nationally by CBS Radio and Tclevision Spot Sales




'"Under—thev—counter' 'stations

Stations willing to haggle over air prices are finding cold
responses these days from many buyers.

Is era ol

aren’t popular with most buyers

27 JULY 1953
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Pietyre courtesy WMT Cedar Rapids and Hen

Reason: Although a

shrewd agency shops for a good buy, timebuyers distrust the
chiselers since they may offer a better deal to competitors

ot Fadio 1

“leals™ comme to an end”

*Yes.” say admen—but some air chiseling has taken new forms

by Charles Sinclair

J,,"uu can still find radio stations
willing to toss rate cards in a drawer
and talk business like horse traders in
a Persian market.

However, after two years of bargain-
basement selling. the radio “price
wars” in which some stations would
make a special preferential deal for an)
amount of business. large or small. are
fast disappearing.

That’s the opinion of a number of
leading agencymen. clients. and reps
contacted by spoxsor while preparing
this latest report on rate chiseling in

27 JULY 1953

broadcast advertising. (For an earlier
report on the subject. see “Radin’s
gasoline war: Nobody wants it” spoN-
SOR 2 June 19521,

Does thi= mean that a completely
stable rate situation is returning to the
radio industry ?

Not necessarilyv. [t's true that the
number of stations who will cheat di-
rectly on their rate cards has dropped.
But a new form of indirect rate eva-
sion is rapidly becoming common prac-

Here's how one veteran rep. whose
station list includes several of e
country’s most powerful clear-channe
outlets. puts it:

“Rate chiseling todav i~ taking the
form of ‘getting-around-the-rate-card’
rather than ‘bargain-basement’ <elling.
\ growing number of adverticers and
ad agencie~ are approaching reps a

tice in air advertising. many industry status report

members stated to SPON20R.

I Il
33
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War against radio rate “deals"” is heing fought on many fronts |

stations with spot radio offers that are
either so big— or so unusual in some
way that they do not fit the standard
provisions of regular rate cards.

“In such a case, the advertiser is
often seeking a =pecial price for these
special campaigns. And radio and TV
stations—even some of the best-known
outlets—often grant it. They rational-
ize the process by saying to themselves
*I'm not cheating on my rate card. I'm
creating a new, additional rate to fit a
particular. unusual situation’.”

23

Not everybody, of course, views this
trend among large advertisers—Ilike
General Mills, Whitehall Pharmacal.
B.C. Remedies, Grove Laboratories,
Robert Hall Clothes, and the top soap
and cigarette air clients—with alarm.
Spot radio billings this year (after
trade discounts but before commis-
sions) are expected to be around 5130.-
000,000—an all-time high, Even in the
top TV markets, many a radio outlet is
sold out—at card rates.

What, then, is the real status of ra-

1l MR e

RATE SITUATION AT A GLANCE

Industry groups, buyer-seller clinics, and active
broadcasters help mold industry opinion again<t "deals."

34

Status of ““deals™: The straight chisel, within structures of
normal rate cards. is on the downgrade. But there has been a
rise in the number of huge. or odd. spot campaigns in which
advcrtisers and agencies force stations to create “special” rates

Trade action: s difficult, if not impossible, to police the
However important industry groups, like
VARTEB, SRA, and others are leading active fight on “deals”

air industry.
Trade opinion: A station that cheats on its rate card
must  face distrust  of buyers, must sacrificc goodwill
Remedies: Several have been proposed by both buyers and

sellers, including  honcst  rcvisions of rates if needcd,
extension of card rates to include new types of campaigns

[T

T

dio (and TV} rate cards today ?

This is how the picture shapes up, in
the opinion of a number of top buvers
and sellers of spot air advertising:

I. In mature video markets, nearly
half of the radio outlets—according to
one rep’s estimate--have made rate
card adjustments during the past 12
months. Manyv have switched to a sin-
gle-rate basis. in which nighttime rates
have come down to the level of daytime
prices. At the same time. manyv have
created new volume discount struc-
tures and “floating schedule” prices
which are attractively low—but are
now offered equally to all advertisers.

“In the big television markets, radio
rates have come down to the absolute
minimum. Clients can get good value
for their spot dollar. Of course, some
slations will try to prop up an unreal-
istic rate card bv making special deals
here and there. But most of them
realize now that it's a matter of sell-
ing at the same price to everyhody—
o1 going out of business.” said Reggie
Schuehel. a veteran radio and TV buy-
er and a partner in the agency consul-
tant firm of Wyatt & Schuebel.

2. In the new TV markets. or in the
one-station video areas now rapidly
filling up with second and third out-
lets. the rate situation i: also reason-
ably stable. “Radio stations who are
now facing new or increased TV com-
petition due to post-freeze video ex-
pansion are not in the same kind of
panie that was common back in 1950.”

SPONSOR
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“ellows, NARTB; SRA clinic with Shell Qil; Ben

WDC, who made one of "anti-deal” resolutions

said the sales manager of one of New
York's leading radio and TV station
rep organizations.

“Management at these radio stations
has had a chance to see what happened
during the ‘price-war” davs of 1952
Y ou’ll probably ~ce sonie rate revisions
on radio outlet~ in new TV areas. But
it will be an orderly process.” this <ales
manager added.

3. Alnost all of the TV stations in
the largest and most competitive tele-
vision markets are sticking pretty close
to their rate cards. timebuvers report-
ed.  However, some agencymen tokd
SPONSOR that the “tie-in purchase™ is
being practiced by a few of the outlets
in one-station markets,

"It works like this.” a Weintraub
agency buver stated. “You are look-
ing around for good nighttime avail-
abilities. A TV station in a one-station
city will report that they don’t have
any nighttime openings.  Then you
hint that y ou might also be willing to
buy some morning or davtime T\
slots.  In a little while. the station re-
ports back that they just happen to
have found some nighttime availabili-
ties which they will sell you if you're
willing to buy davtime slots as well-
at card rate. of course.”

4. Clients who have openly sought
under-the-counter deals in recent weeks
are finding a  stiffening  resistance
among even the lower echelons of radio
stations in all major markets. The big.

(Please turn to page 88
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Here's how top
admen view radio-TV

“deal” situation

Harold E. Fellows, President NARTB: [ yeortam rale polic
short-sighted persvancl and public relations, ander-the-counte
deals .. all of them are strong cvidences of moral wmanage
meul hreakdown—uwcliich in turn leads to altimate finaucial

disaster for the station involved.”

Timebuyer at P&G agenex:  ['here seems Lo be a strowg Lread
away from offering us straiglit rate clhisels, in botl radio
and TV, But I feel that an advertiser who has an extra-large
campaign on a station is wol unreasonable if e inguaires

abaut a speeiad rolume discount based on lhis campaign.””

{reing Waugh, Commi. Mgr., WSM: ““Rate culling is acliiered
throngli the cooperation of radio operators themselies fo)
ollierwise it waould not exist. The cure will wot come from

the buyer but from the seller—tle operator lamsdlf.”

John J. Carter, Adam Young. Inec.: ““Certain <talions prefer
to ent rates rather than tmprove thedy product and do a
better selling job, We feel strongly that cutting rates is
a dangerons expedient wlicl in the long ran larts both the
particular station and the entire indastry. Most adver.
tisers don’t want off-the-card deals.”

Radio TV director of N. Y. ad ageney: " [lioye s a lrcud toda
among big advertisers toward the wusc of saluration spot
campaigns i radio and TV, Stations often lave to creafe
special yates to fit the situation. These stations should
mmediately tnelude these wn the ratc cards. and quckly
advise all reqular advertiscrs of the cliange ™

Executive of the AAAA: ** Tlic “moddl contrael ™ dovdloped with
the NARTD makes clear the stand of the 4-.17~ o
preferential tactics concerning radio-TV spol rates. The

) AR U | ~ Fa ol nractierec
contract expressiy 1):u-l”).,} ich practices.
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Bache oets more §
Is-per-$ B
on radio

lo;

Carefnl program choieces
pinpeoint investment prospects,
attraet enstomers for Bache & Co. at

higher rate than print media %,

By Dick Jackson

The ad manager was relaxing at
home after one of those days. He
was listening to the 7:00 p.m. news-
cast before checking his own program
at 7:15. At about 7:03 he heard the
flash that the Federal Reserve Board
had lowered margin requirements for
stock purchases from 75 to 50%¢. This
announcement was taken impassively
by the vast majority of listeners. But
this particular listener was Henry Gel-

lerman. advertising manager of Bache
& Co., one of the country’s leading
brokerage houses.

Hastily scribbling a few lines of text
he called the newsroom of WOR. New
York., dictated a change in the copy
for that evening’s Bache commercial.
and asked to be phoned back imme-
diately for confirmation. He got his
confirmation at 7:12. At 7:15 Henry
Gladstone’s transcribed program To-

Brokerage firm uses newscaster in Philadelphia to win audience susceptible to investment pitck
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Nignily chore is teletyping financial news script to radio stations in
Chicago, Cleveland, San Antonie. Checking script, above, are Account
Executive Howard Liebl and Bache Ad Manager Henry Gellerman 4
bL
it
day’s Business went on the air. A few
minutes later a live announcer cut in: 1
“Flash! Word has just been received !
that the Federal Reserve Board has re-
duced margin requirements for stock
purchases. For a free copy of the
Bache booklet explaining the signifi-
cance of this change, write tonight
to Henry Gladstone. care of WOR, Box
G. New York.”
Needless to say, Gellerman sat up
most of the night writing the booklet.
He Anew that his desk would be loaded
with requests for the booklet in the
morning. It was. That's why Bache &
Co. is spending over 380,000 of its
2300.000 budget for 1953 on radio:
About $90.000 is used for newspapers
and magazines, a considerable chunk
for promotion. booklet printing. public
relations. and production. (In addi-
tion. a hefty slice of this vear's budget
has been put aside for TV when a suit-
able format can be found.)
Bache & Co. likes the Henry Glad-
stone program so well that it has the
———  script teletvped dailv to WGAR. Cleve-
mmmmee  land: WG\ Chicago: and KABC. San
SPONSOR
e =
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case history
g

Antonio, where Bache also sponsors the
show for branch ollices in those cities.
tn these three cities the seript is read
by local annonneers and vesnlts have
been uniformly good 10 date. Buche
recenthy commenced sponsorship of an
carly evening newscast on WP Phila-
delphia. ¢ \ll of Bache radio activi-
ties are aired at a time when it is be-
lieved the whole family is present. and
particularly the head of the honse.)

The firin stavted <ponsoring Todav’s
Business over WOR thiee times week-
by in May 1932, stepped np to five-a-
week in November.

The forinat for the program was de-
veloped by WOR, presented 1o Bache's
agency  Albert Frank-Guenther Law,
Ine.,, bv WOR's account executive in
charge of business progrvams. VMartin
Monroe. At the ageney. Bache account
executive Howard Liebl and radio and
TV director Robert Day agreed that it
was a natural for Bache. \d manager
Gellerman bonght the idea with httle
urging.

But thiz was not the maiden air ef-
fort for Bache. The brokerage house
started on radio with a 13-week sched-
ule of three announcements a week
over WOXR, New York. in Janunary
1950.

The pitch was =imple: “With high
taxes and an increasing cost of living
it is necessary that you get the highest
possible income from vour surplus
funds; the way to do that i< to invest
vour surplus money in common stocks.
... To get information and counsel on
how to invest. go to Bache & Co....”

A number of booklets were offered
and the response was encouraging. Of
course. the main purpose of offering
the booklet was to get leads for Bache
salesmen. By programing on a good-
music station the firm felt that it was
reaching a higher-income. better-edu-
cated audience and that a good pro-
portion of sales would result from the
leads obtained. This proved to be true.

Bache gradually stepped up the fre-
quency of announcements on WQXR
with each 13-weck renewal, was usine
28 announcements a week by \U{Illgl
1952, At that time Bache pulled out of
WOXR because company executives
felt thev had saturated that particular
audience: they contemplate going hack
soon. possibhv this fall,

During the last six months of the
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WONR by, Bache also nsed the
WONR network of FE stations 12 in
upstate New York, one in New Haven,
one e Sermton) which nses relavs of
WONRS classical minsic programs,
\mnber of types of programs were
tricd dnring the past three years,
hosband-and-wife teanr was need on a
New York station for 20 weeks andd
dres a lot of leads. But as account
executive Howard Liebl pus it “\We
can get ingoiries from amy type of

<how but in too muany insiances these

leads tarn ont to b
the We
tonnd thar nsimg wetbhuown per<onal
tes often pn“s a ot of fun manl framn
loyval hstener- whe

.
fin ales deparinent, han

1eathy arenl
prospects for ns.”

L <e of several other persowality -ty pe
<how= b the Midwest snbstantiated this
theors : Plenty of mail but not enongl
hot prospects, O the
KNidder, Peabody & Co..
izes in mntnal fund costomers, ha~

(Please Lurn 1o page GO

other hand
which special

YRS

Here’s how Bache attracts new
(eads with selective programing

Bn.\-uu'.\-.\- ucws written by recoguized
anthority, classical wnsic prograws,
aund straight wewscasts at Tove when
head of fawily is at home secu to
attvact type of andicuce which is
easiest to convert from leads to sales.

Vm'z'('l_f/ of tneestwent booklets ave
affered ou radio prograw (caoample at
left). After booklets ave sent, salesman
Jollows np with pevsoval call. Sclective
progranting insures least wunber of
wasted calls by Baclie coutact meu.

Iuresluu’nf fivin has teied using popn

lar local personalities but fouud

ROTECTIM.
YOUR ENTALE

that while wal pall was heavy, wack

of it was w uature of fan mail sent
hy loyal Listeners who were intervested

ALy & Tax

rertisiug.

T 11k &

i show but uot tnvestuwent prospects.

Bu(-l:(’ has leavued that Ly sclective
programing it gets leads via radio

at less cost than by newspaper ad
Also that listeuers

convcrt tnto custowers at vate compara-
hle to best finauce page advortising.
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Can you helicre

what people tell you?

“No,” says researcher Alfred Politz.

Example: For almost a decade, the
question “What brand of refrigerator
will you buy next?” produced more
rotes for General Electric than for
Frigidaire, although Frigidaire went
on selling more. There is often dis.
crepancy between actions and words.

SRR P TINT T T IOTS

by Ray Lapica

“Trouble with admen in dealing with re-
search is they know so little about Chi
Square tests, logarithmic or semi-logarithmic
graphs, lines of regression, and Pareto

curves.” Ageney researcher

I‘esaarcll trouble 1= common to all
media.

Indicative of the confusion that ex-
ists are the following three sets of
figures on magazine circulation pub-
lished during the past 12 months,

Lool’s figures are from the “Nation-
al Study of Magazine Audiences 19527
conducted by Crossley. Inc.: Life’s fig-
ures are from “A Study of Four Me-
dia” just completed by Alfred Politz
Research, Inc.: and This Week’s, pub-
lished a few days after Life’s in June,
are projections of Starch estinates of

21 years of radio research has

L 0 00

Beware of these mee

Part 7 of SPONSOR’s All-Media Study quot

media research and points out traps to avoid,

were used. But the question the adver-
tiser asks is: “How can I choose quick-
I+ between such contradictory sets of
figures without first learning how to
uze a slide rule or knowing just what
a Pareto curve is?”

rcaders per 100 copies and are primary

readers only (family members who

read the copy brought into the home).
Here is what these figures show:

MAGAZINE AUDIENCES or WHO’'S FIRST %

Look  Li This = :
o s s I'he answer: Many times he can’t.

Magazine Study Study Week§

Life 30.9 264 127 .

This Week* ... tr 230 25.4 How oune agency tests wmedia: An
e A Y g example of the opposite kind of re-
Satevepost 19.6 14.0 9.1} . r :
Collier's 148 . 71 search that is of more use to him is
Ladies Home Jral. 109 115 7.8 the weekly media sales check being
;‘-{Ztglanl‘iousekeﬂnng :g'g """ ?; done by a $5 million New York agen-
Woman's Hm. Compan. 9.5 ... 7.4 cy for a fairly expensive automobile

) product.
* A newspaper supplement, of course. iFemale audience
only. il*gures iz mllllons. **Indirates not counted

. The agency doesn’t care to prove
*rojection. i

one medium superior over another—
for this product. It wants to know
which one is superior—a considerable
difference, you'll agree.

c——

Point: Discrepancies in the above
figures can be explained partly by the
fact that different research techniques

Professor Elder’s study for CBS (published 1932 und:
“Does Radio Seil Goods?") matched radio vs. non-ras
concluded former bought more radio-advertised goods

1931
TABLE ¥+ TOOTHPASTES

Consumer Use in Radio Homes vs, Non-Radlo Ham
Showing % ol galn er loti fer v adeortiond and 2an. rosia « wvarieed b

failed to solve the basic problem

Each of these studies uncovered fact

that people who listen to radio buy more

of radio-advertised goods than those who

dow’s listen. FEach concludes that this is

due to listening. But independent re-
searchers interviewed by SPONSOR say

this is not proved, that it’s just as

possible some buy first and then listen.
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So it traces each sales dotlar to the
newspaper. radio, or TV station which

«carried the sales message. It then elim-

inates the weak medinm and concen-
trates on the strong.  In some 80 mar-
kets over an 18-month period, here i<
what thi~ agency has found:

1. Its elient makes 89 on ecach TY

dollar speat on an average.

NEW STUDY: Oue of the most recent
research efforts (NBC's study of T1's effect
on sales curves) is described in separate
article on page VA, This YBC study in which
same group of people is intertiewed twice
is considered by many admen to be impor-
tant step forward in determining media sales
effertiveness. It was completed too late for
anualvsis as part of this article which daoes
earlier networl: media studies.

touch wpon

arch pitlalls!

sndent researchers on varions phases of

notes ageneyvmen and air experts

2. e makes 87 o <ales for cach
radio dollar speut.

3. He makes 56 Tor cach newspaper
dollar spent.

Adding radio to newspaper advertis-
ing strengthened the veturns from the
newspapers. \dding TV <trengthened
both radio aud newspapers. In a three-
medium  market
and TV this ageney found that ap-
proximately 85 ¢ of the customners were
brought in by advertising. ax follow~:

(newspapers. radio.

One-third by newspapers. one-third
by radio. one-thivd hy T\ . with
very little overlap.  (The other 154
were passershy.)

The method and results of this agen-
cyv's media checking are <o fascinating
that this All-Media Stady will devote a
future article to 1.

hru

nne a

It Morgnn, pres

How (o chvose n shown

Viany years azo | aled a PP&L
president how they honght radio shocs.
He [: 0« frern e orded and

tht to € 1 T | )

tor the evecutives’ wies, I they don'e

vhow we what

buy 1t Hau

D
wells the sonp or soap. That Osn’t hard

find out, W hy does everyho trv

to make the job o compheated

Harmiond B Morgae, Hesd

Yeowork tests: But the print nedia
aren’t alone in over-reaching in their
vesearcl. The air media have spent
hundreds of thousandx of dollars over
the vears to “prove” that listening or
walching increases <ales.

They tel the <tory in re-carch cireles
of a network rescarcher who proudly
presented the resnlts of a eosthy project

NEXT ISSUE: These agency and atr me-
dia experts give you their views on media
research and pitjells: W lliam Wallace Me.
Cann-Erickson: Dr. Vergid D. Reed. J. Wal.
ter Thompson; G. VMaxwell Ule, ARemvon &
Eclhardt: Stanlev Canter, McCann-Erickson;
Franl: W hite, NBC : Dr. lHerta Herzoz, Vic.
Cann-Erickson: Bob Aintner. 1BC: Ed
Edeah, Du Mont: Manrice B, Mitchell, En-
cvelopaedia Britannica Films: Ray Vorgan,
Ravmond K. Morgan Co., and others.

Elmo Roper’s survey for CBS called "A Study of Consumer Re-
#§ sponse to 40 CBS Sponsored Programs' used interview technique,
¥ decided ""more you listen, more you buy," which experts now deny

"NBC Study of Radio's Effective Sales Power," its third Hofstra-
1952 type survey, matched radio vs. TV city, but basic finding
that listening boosts purchases went unproved. experts declare

SUMMARY OF CASE HISTORIES

BUYING OF LISTENER vs NON-LISTENER

| Matchad Nea-Liteners

~ i +30%

+20%
+61%

Schlitz Beer ums Pet Milk
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10 MEDIA RESEARCH TRAPS FOR THE UNWARY

(based on SPONSOR intervicews with 1538 media experts)

1. Belier that a general index for the comparative
values of various media can be established. (Type of
product or messuge may make same medium 1009,
successful or completely worthless.)

2. Belief that vou can compare costs of media with-
out first freeing the figures of cumulation or making
sure they have equal cumulation.

3. Belief that people tell the truth, even to sucl sim-
ple questions as, “W hich program do you listen to or
watch?” or “Which magazine do you read?” (Tendency
is to pick the program, magazine, or newspaper that
people think has the most prestige.)

L. Belicf that research, no matter how scientific, can
ever take place of sponsor’s judgment. (It can only
reduce the adman’s guess margin.)

3. Belief that any one medium has only one audience
—each reachable by the advertiser. (Politz lists at
least four audiences. For radio they would be, in
diminishing numerical order: (1) Those listening any
day to any program during a month or a year; (2)
those who listen to any program on a specific day; (3)
those who listen to a specific program on a specific
day; (1) those who hear a specific commercial mes-
sage. The variety makes media tests hard.)

G. Belief that a good unbiased random sample can be
ctosen hapheazardly with the interviewer allowed to
pick those he will interview.

it

7. Belief that the number of returns in a mail media
survey is more important than the percentage of re-
turns, or the assumption that those who don’t ansicer
feel the same as those who do.

i

Il

8. Belicf that rating services haie no limitations.
(Actually Audimeters don’t count noses, just homes |
listening or viewing; diarv and recall techniques in-

flate audience figures; telephone coincidental can miss

up to 499, of listeners, gives you popularity of pro-
gram, npot numbers in audience.)

9. Belief that people tune to hear or sce your com-
mercial instead of the program or that they hear or see
vour commercial even when they’re in the same room.
(Independent research organization has preliminary
figures showing one-third of audience pays enough at-
tention to one commercial in a half-hour program at
night to be able to recall sales point within hour;
tiwo-thirds see one of three commercials.)

Wil

10. Confusing correlation with causation. (You as-
sume the customer bought your product because he
saw or leard your ad. yet he may have noticed your
ad because lie bought your product.)

(ke Tty

£

to P&G to <how lrow much more of its
product radio homes bought than non-
radio homes.

P&G was quite impressed—until it
discovered that the product was not
among those being advertised on radio.

Sequel: P&G still keeps the study
around (after 13 years) to remind it-
self of the cardinal rule in media re-
search: Discount 997 of any media
test done by a single medium to prove
its own superiority, for it will prove
what it set out to prove. and let the
advertiser dig out the actual facts and
figures himself.

No one has vet been found by
sPONSOR in this study who will deny
that enormous quantities of goods can

George J. Abrams
Vincent R. Bliss

Dr. Ernest Dichter
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ad director, Block Brug Co., Jersey City
_executive v.p., Earle Ludgin & Co., Chicago
Arlyn E. Cole president, Mac Wilkins, Cole & Weber, Portland, Ore.
pres., Inst. for Research in Mass Motivations
Stephens Dietz v. p., Hewitt, Ogilvy, Benson & Mather, New York
Ben R. Donaldson __ ad & sales promotion director, Ford, Dearborn

be <old via radio and television.

The difficulty is to find a method
of proving it—especially on a network
basis.

The four principal methods used to
date and their chief weaknesses are:

1. Matching radio owners vs. non-
owners. Used by Elder in his 1932
study for CBS “Does Radio Sell
Goods?” Weakness: Can't be used
now because only 277 of population
doesn’t have radio.

2. Matching test areas vs. control
areas. Advertisers use this technique
quite frequently in media tests. Weak-
ness: Difficulty in finding two cities or
areas similar enough: usually you need
niore than two (this raises expense).

e

SPONSOR’s All-Media Advisory Board

J. Ward Maurer

Marion Harper Jr.
Ralph H. Harrington
Morris L. Hite

3. Matching listeners vs. non-listen-
ers. Roper, Hooper, and The Pulse
have used this technique. CBS for one
has discarded it. Weakness: You can't
prove listeners vary from non-listeners
in their buying habits because of their
listening.

4. Using a panel. You measure sales
among the same people before and
after the campaign. This technique is
popular with advertisers and agencies.
Weakness of fixed panel: Tends to be-
come “conditioned” or selective and
thus atypical.

The subject of how to run a success-
ful media sales test and avoid the usual
pitfalls is so vast that it will be men-

(Please turn to page 82)

____president, McCann-Erickson, Inc., New York

Raymond R. Morgan
Henry Schachte . ad director, Borden Co., New York

_ad mgr., Gen. Tire & Rubber Co., Akron
_ president, Tracy-Locke Co., Dallas

__ad director, Wildroot Co., Buffalo
_pres., Raymond R. Morgan Co., Hollywood
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CUNNINGHAM & WALSH LEARNED SECRET OF EFFICIENT MOVING: BREAK LOADS INTO DEPARTMENT SIZE, MOVE INDIVIDUALLY

Moving Day on Madison ve.

A rundown on the gnarters-shifting activity along advertising alley

l’ ne of the more famihar =sights
along Madison Avenue and its environs
these weekends i a fleet of moving
vans, With new buildings poppiug up
in midtown Manhatan it seems that
n lohby

of advertising

the first names that appear
directories are those
agencies, station reps. and radio and

television broadeasters.

The reason is simple: bosiness s
hooming and the old quarters just

aren’t adequate.  Because spoNsor
find~ itself in precisely that position
we decided to check around town. find

out how rers had handled the <itu:
ton. \ls to try to find a fo Ma t

make our move as ~mootl “
“il(‘(] \r“a 1on AT T 1 1

Cunningham & Walsh packed library and files efficiently, had minimum

of work sorting at new offices. Reliable moving men eliminate head-

wingham & Walshe Ine, st summe

some of the elements of that
are pictured on this page.
can e we a~ L
n Lory 1 it les
the witch 1= well ned it




“Omnibus" format sold AMF on TV: |

Wh

American Machine & Foundry liked quality program content ranging from spirited ballet to blue-
mood ballad. AMF demonstrates its varied products through educational five-minute documentaries

an Machme uses T\

Though company sells few of 50 products direet to consumers. it will spend

over SE million on TV this season mainly to build trademark

fl new twist was~ added to commer-
cial TV in December 1952 when Amer-
ican Machine & Foundry Co., manu-
facturer of a long line of industrial
equipment, including pretzel-twisting
machines, made its TV debut on CBS
T™'s Omnibus.

AMFE’s  <ponzorship of the Ford

AMF uses TV to aid
brand identification

Qo

Industrial manujacturer bought
Omuibus to: (1) popularize
trademark; (2) stimulate inte-
gration of parent firm, subsidi-
arie. em e its role in
the national dejense (1) promote
better intra-industry  relations

42

Foundation program raised a question
of wide interest to advertisers of heavy
industrial products: Can a network
TV prestige show make the name of a
heavy machinery company which sells
few products to consumers a familiar
one in  households throughout the
country ?

\MF wanted to become better known
hecause it felt this would give the irm
several advantage-: (1) The company
has been growing rapidly and in the
last few vears has acquired a number
oi subsidiaries. The parent companyv
wanted to stimulate integration of the
~ubsidiaries under the \MI banner
through advertising. (2) To further
entrench it<elf as a major manufac-
turer of defense equipment, AMFEF want-
ed to impres< on the public the impor-
tance of industry and the armed forces
working together. (3) \MF felt it

could sell more industrial machinen
as well as consumer items by promot-
ing better dealer, distributor, and
manufacturer relations. That even it~
industrial products would benefit from
the magic of a trademark everyone
knows has long been demonstrated in
the industrial operations of such giants

Ad Magr. Vie Ancona says merchandising pays

SPONSOR




as Westinghouse and G,
Making the \ME-cun-

scious is an advertising poliey winch

comsumer

was ariginated e 1951 when AMEF be-
eau to stress the subsidiaries who pro-
duce consumer goods. This was no
minor job. Victor Ancoua, \MI ad-
vertising manager, was faced with the
problent of imteresting the puliie not
enly in the Roadmaster Bieyeles, Jun-
ior Velocipedes, and DeWalt Power
Saws which AMEF mauufactnres, but
also in products a< indirecthy velated to
everyday  consnmer  use as tolacco
stemmers. tobacco leaf separators. au-
tomatic pretzel twisters, radar anten.
nae, dough mixers. aud baking avens,
antong some 30 other items which it
maunufactures today.

When Morchead Patterson. AMITS
chairman of the board and president.
first saw Omnibus in November 1952,
he decided that this prestige program
would be a perfect vehicle for AMI's
mstitntional and consumer ads ertrising,

Three major factors stand out as
proof of AMF's success with television
last season: (1) hundreds of unsolicit-
ed complimentary letters from viewers

s

case history
E O A OO

and dealers, as well as an unexpectedls
large number of responses to a write-in
booklet offer; (2) satisfied company
management as borne out by AMF’s
being the first sponsor to sign on for
the 1953 Omnibus series despite a
8400.000 price hike: (3) initiation of
an additional TV program on three
Midwestern stations for AMFs P'in-
spotter. starting 27 June 1933.

AMF’s first concrete proof of the
pull of Omnibus came following the
firm’s write-in offer for the DeWalt
Power Shop booklet.

On 22 March. following a five-min-
ute documentary devoted to various
arts and crafts, including woodwork-
ing. AMF’s two-minute commercial for
the DeWalt Power Shop ended with
this booklet offer. The same commer-
cial was repeated the following week.
Viewers were asked to send in 23¢ in
coin with their request for the DeWalt
booklet explaining various uses and
techniques of this 229 machine. This
same booklet was offered in full-page
two-color ads in four consumer mag-
azives in April (including Better llomes
& Gardens, American llome. Popular

27 JULY 1953

Serence, and Popular Mechanies) . Fach
detachable
muthe the

advertisement  carrred  a

coupon at the bottom to
write-in easier for the reader. By 30
\pril the Omnibius booklet offer had
pulled 0.276 requests while the aga-
sines had bronght in $.501

Thi< DeWalt comurereial wa~ typical
of AME conmnercials tproduced Ty
WS ageney. Fletcher D, Richards
in it~ educational approach:

tnnouncer: “Here's the home power
tool that makes precision woodworking
casy even for beginners! With it vou
can make things out of wood
at a fraction of

or mahe
repairs to your home
the regular cost!
DeWalt Power Shop. maunufactured by
WIF American Machine § Foundry
C()..,

( During this part of the aunounce-
ment. viewers saw the DeWalt Power
Shop demonstrated. Then the booklet
appeared ou screen.)

Announcer: “This exciting, new. 26-
page booklet. Yours for the Making.
haz just been prepared by AMEF De-
Walt. in cooperation with the editors
of dmerican llome Magazine. llere's
Mrs. Dorothy Frumm. arts and erafts
editor of American lome. 1o tell you
more about it!”

Mrs. Trumm: “You'll get =0 much
valuable information from this color-
fully illustrated booklet. 1t shows 10
authentic early American [urniture de-
signs. and 10 juvenile furniture designs
which you can make in your own homne
at tremendous savings of more than
80'¢. And there are pages on profes-
sional woodworking language . .
facts you should know when buving
wood . . . praetical tips on wood fin-
. aud a wealth of idea~ for
vour home. To get your booklet. just
send 25¢ to DeWalt. Lancaster. I'enn.
sylvania. Write today!”

Announcer: “Please don’t forget to
include your own name and address
along with your quarter when writing
for your booklet. That address again
DeWalt. Lancaster. Pennsylvania.

“See the AMF DeWalt Power Shop
at vour dealer’s. You'll be amazed at
how vou ean convert. in seconds. from
a saw to a drill . . . to a dado head
... to a shaper. See for vourself how
the AMF DeWalt Power Shop does
evervthing . . .
better!

“The DeWalt Power Shop. manufac
tured by American Machine & Foundry
Ce.. is another example of how AVMF

It~ the ingenious

ishing . .

casier, faster. safer. and

(Please turn to page 72

TV bowling program is huilt
wround firm's pinspotters

Encouraged by "Omnibus’™ success, AMF is
Bowl.

is audience-participation show tzle

now testing second TY show in Midwast,
ing is Fun
cast remote from Detroit bowling alley, util
izes AMF's Automatic Pinspottars [see below
Progr is designed to stimul int

the , he oqul cie

testants are selected from the audience, are
given specific bowling problems to solve, get

cash, other prizes. Show may continue in fa
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THEME BRAND

s;, e a2 Bl My

Begin viewing: More customers

AMONG WOMEN WHO BEGAN V|EW|NG SHOW SPONSORtD BY CLEANSER IN FEB. 1952 239, WERE CUSTOMERS BY MAY

P

Ilow T {ops hrand-sx itching

There’s incessant stream of customers switching away from and to most

brands, NBC TV study finds, but TV holds old, attracts new purchasers

-

’l‘he pictograph above spells out
mathematically what most admen know
instinctively : that exposure to a spon-
sor’s television program makes con-
sumers buy his product.

The graph ix part of NBC's new
study of brand-switching called “Why
Sales Come in Curves,” which agency
executives and clients in New York,
Chicago. Detroit. and Clevelaud have
seenn unveiled in meetings this month.
Admen m San Francisco <ee it 28
Julyv; it will be shown in Los Angeles
30 Julv. in other cities later on.

“Why Sales Come in Curves” is the
fifth in a =ertes of NBC research re-
ports on sales effectiveness which began

14

in 1950 with publication of the first
Hofstra studyv. Reaction of most ad-
men interviewed in New York was
that this was the most persuasive of
the series. Reason: For the first hme
researchers went to the same group
of people twice—once in February
1952, then three months later in May
—in order to find out how TV affected
buying patterns. This was one of the
few times a study conducted by an ad-
vertising medium used this “two-wave”
v “panel” technique.

What \BC was able to spell out in
numbers as a result of the study was
no surprize. It found:

. When customers begin viewing

TV, they begin buying the products
they see advertised.

2. If they stop viewing, they tend to
stop buying.

SPONSOR can report that most admen
contacted in New York accepted these
conclusions as a valid contribution to
understanding of the medium. But
many of them—especially agency re-
search directors—had questions to ask
about the technique used in producing
the results. On the page at right you'll
find some of these questions listed to-
gether with answers from Hugh AL
Beville. NBC planning director. and
Dr. Thomas Coffin. NBC manager of

{ Please turn to page 09)

SPONSOR
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ADMEN ARE
NBC STUDY

Every brand in your study is advertised in
manmy media. Isa’t it probable  thar all
medin influenced gapse who bought the
merchandise, makinl it Gnpossible to 1so-
late the proportion @t sales due to T}
alone? Or, putting 1l another way, how do
vou kuow it was T which made the rview.
ers huy more goods than the non-viewers?

ANSWERS PREPARED FOR SPONSOR BY NBC's HUGH
BEVILLE AND DR, THOMAS COFFIN WHO DIRECTED STULY

Certaiuby all media inflnenced those who
bonght the merchandi-e. Fhat's why we
~tndied nonviewers ac well as viewers, Oin
hasie compmison 1~ the change inoa given
person’s having in three memths, The non-
viewers buying changes indieate the effeets
of these other micdia tas well ac <easonal
changes, mevchandicing efforts, price ears

and <neh other vanablesy Viewers changes
can ouly be mterpreted i the hght of what
happened in the <ane perind 1o non-rien
ers, a control gioap who were ¢'x[m~c-t| to
these other ndlnences but not te the pro.
gram.  Thus every time we <how @ trend
for viewers we aleo <how the trend for
nonviewers to oserve as a Chaselige”

fan vou draw the conclusion from this
study that in entex TV adrvertising «
sponsor is linble to grabbing a bear by
the taitl?  That is, ¢ once lets go, will
he lose customers rapidly, thus wmaking it
impossitble for him to drop « show?

No, entering TV isn’t grabbing o bear by
the taik.  H vou drop <ponsor<hip, yon Joe
customers  bat the ones yon lose are the
evtra enstomers added by TV, Fhewe are
present when yon are oa TV, and neers
<artly abrift away and are o<t to yon when

vou drop ofl TV as i naly 1o he expeeted.

~o after dropping TV yon are not “worse
of”™ than where yon'd be of yon'sk stoved on,
And if you don’t go on at all, then the bear

may grab you by the neek.

We kaow thuat many brands of a gihen
produrt category may be ia television. But
they ull can’t go up ales unless the mar-
Let is expanded cons®rably. So what has
this study of telerRd@n’s effert on brand
switching really proved for the individual
client who is contemplating expenditure of
some of his budget for a relevision program?

There's more 1o advertising than inereas-
ing yonr sales. \very important job, al-o,
i~ maintaining yonr sales.  Where many
competitor< are in TV this i« probabh the
most important job.  Yon have to defend
vonrself against the inroads of thic com-
petitive TV advertising, which would other.
wise cut a big <hice ont of your pie. Yonr

TN advertising prevents thi- and helps von
hobd your own, Thi~, we <nbmit, i< a defi
niteh positive contnibntion,  H on top of
thi~ you can devise way~ of u~ing 'V more
effeetively and more efliciently than average,
von can forge ahead and expand your -alee,
Those who nse the medinm bea will ex.
pand the most.

[sn’t it possible that those who use a ¢iven
product are aiore inclined to watch a pro-
gram which is spogred by that brand
ior the rery reas that they use the
product? In other 1rds, what you iater-
pret as the effect of television riewing (pur-
chasey mayv actually be the rause of it?
t\Nore: This 1was one of most frequently
encountered questioas put by researchers.)

We made a ~pecial cheek to investizate this
point. The answer was "no.” in this <mdy.
We found that the users (those who bought
the brand in Febrnary) did not claim to
watch more than the non-buyers either in
“beginning to view” or in “continping to
view™: we checked both. 1 wonld attribnte
this to the fact that we dealt with every.
dav. fregnent-purcha<e  categories, where

You ask people whether they use a certain
group of products. llou can vou be sure
they are capable of giving vou correct an-
swers as to brand n@ies? Isn’t it possible
that they may forg e names of certain
brands they actuallRduie bought and sub-
stitute other names which while more fa-
miliar to themn are not the products they
actually harve purchased aad have in their
pantries at home?

This is a question we were aware of <one
vears ago when we ~tarted thi~ re<earch.
In each ~tndy welve incorporated a <ncees-
sion of methodological tests to cherk and
improve our procednres,

One of the first wa~ rhecking qnestionnaire
replics against pantry-cheek re<ult<: a hizh
degree of correspondence wa~ foumlb. In
snbsequent stindies we te~ted «neh problewms
ax the difference between apen-end ques.

the buyer ha< hule ego-imvolvement  or
personal attachment to hisc brand. f we
~tndhied, ~ay, automobile« | would expeet
to find a buyerviewer feedback (that's why
we did not <tndy ears this way!), Second-
Iy, P'd expeet it if we had <tndied commer.
ciuls instead of programs: recall of the
advertising, F'm sure, i~ affected by prodact
n=e; viewing i mneh less likely to be.

£

ton~ v~ the nse of lists, the effeet of
changing the order of questions, ete. VMaost
of these cheeks have indicated that our
methods were substantially accenrate: full
details have been presented in onr various
research reports. {owever, if any inac-
enracies <till remain. t think their effect
i~ mimimized in this ~tndy by the faet that
onr comparisons are based on the <ame
‘estions in May a~ were need in Febrarn.,

You use a roster recall method in asking
what programs respugalents view. Caa you
bhe sure they gihe correct answeer or
can it be that they re certain programs
which they teel estabilsh their oua prestige
or status in the eves of the interviewer?

\~ we indicated in gquestion 3. the same ques-
tions were nsed each month. <o any in-
flationary or deflationary tendency wonld
be a constant. {lowever, i’ worth exami-
ning the con-equences of any inflationary
tendeney which might be present. If owr
methail inflated the number of viewers, the

on~eqnence in this <tudy i< that we are
andvrsinting the impact of TV, We're not
trying to report the size of the andience
bat it~ buving. H <ome of them didnt
actnath view, then their buving wasn't af.
fectedd by the program. <o we're watering
down the impact by incladinz ther.

Heoe can e tell that the inarkes vou chose
to study 1s typienl ol Bhe rest of the couna-
try? Mavbe the reafion in major merro-
politan areas would B different for people
there may differ ia response to T .

27 JULY 1953

We don’t elaim our market i~ “typreal™

probably no <ingle market 1<, Bot we <hontd
certatnby  think the <ame Aind of thing
would bhe happening in al TV markets.
Differing in degree. perhaps tmaybe more,
mavhe les~<) but not in kindl. Onr findings,

1 wonld belicse, are tapping .indamental
principles a~ to how advertic<ing and ¢~
pecialthy TV adverti-ing  work<. Vs ~nch.
I wonlll expeet thewe principle to operare

wherever <nch ad advertising i~ operatine.
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NEW AND UPCOMING TV STATIONS

1. New coustraction permits™
POWER (KW)** | SETS IN
CALL  |CHANNEL DATE OF . STATIONS
CITY & STATE LETTERS | NO. CRANT Toﬁnélsgr T | AURAL! ON AIR MA(S{;BE)T'( LICENSEE & MANAGER

LEWISTON, ME. WLAM-TV 17 8 July Jan.’54 158 851 0 NFA  Leyiston-Auburn Baests  Everett
Fra<k S. Hoy

NORFOLK, VA. WLOW-TV 27 8 July Jan. ‘54 891 513 1 NFA  Commenwcatth, Bdests. "
Bob Wasdon

POLAND, ME. 8+ 8 July 105 52.5 0 NFA Mt. Washington TV |

WINSTON-SALEM, N. C. | WSJS-TV 12 8 July 316 158 0 NFA  Triangle Bdests. (WSIS) Headlcy

11. New stations on «ir®
c R | FoweR tkwy NET STNS SETS IN
CITY & STATE Lerrers | OO EL DAt VISUAL | AURAL | AFFILIATION | ON AIR | MABKETY ' LI CERNSEE (SHFIAREEEE

BOISE, IDAHO KIDO-TV 7 12 July 51 26 CDE?;’\ NBC, 1 NFA 5/;?(2} é'.'°~Wagsm" Blair

HARRISBURG, PA. WTPA 71 6 July 17.5 9.3 NBC 2 35 UHF  Marrisburg Bdustrs Heatle

MADISON, WIS. WKOW-TV 27 8 July 85 425 CBS 1 NFA [Hoons B B Headl

NAMPA, IDAHO KFXD-TY 6 29 June 19.72 9.86 1 NFA  [frank €. Hurt & Son Holling

OSHKOSH, WIS. WOSH-TV 48 1 July 131 7 ABC 1 NFA  Osfkosh Bdcste. Heatle

RALEIGH. N, C. WNAO-TY 28 12 July 17.5 8.75 CBS 1 20 UHF S'EOWa"" TV & Bdestg:  Avery
Crarles Stone

ST. LOUIS, MO. WTVI 54 17 July 207  103.5 DuM 2 125 UHF  Signal Hill Telecasting weed
B(rnar(.! T. Wilsen

SAN ANGELO, TEX. KTXL-TY 8 7 July 27.5 155 CBS. DuM, 1 NFA  Wote Tv Co. Tayter

111. Addenda to previous C.P. listings

Bakersfield, Cal., KERO-TV, ch. 10, target 26 Sep.
'53: to be NBC affil.; est. sets in market, 28,346
(RTMA-Nielsen)

Cheyenne, Wyo., KFBC-TV, ch. 5, target 25 Dec.
'53; gen. mgr., William C. Grove

Colorado Springs, Colo.,, KRDO-TV, ch. 13, new
target 1 Sep. '53

El Paso, Tex., KROD-TVY, ch. 4 (on air}, new nat'l
rep, Branham (formerly Taylor)

Eugene. Ore., ch. 13, target Oct. '53; gen. mgr.
S. W. McCready: nat'l rep, Hollingbery

Fairbanks, Alaska. ch. 2, target | Dec. '53

Fairmont, W. Va., WJPB-TV, ch. 35, target 3| Dec.
'63; gen. mgr., R. M. Drummond: nat'l rep, Gill-
Perna; to be ABC, NBC, DuMont affil.; est. sets
in market, 2,500

Harriscnburg, Ya., WSVA.TV, ch. 3, ‘arget | Sep.
'63; gen. mgr., Robert B. Harrington nat'l rep,
Devney; est. sets in market (RTMA}, 24,668

Houston, Tex., KXYZ-TV, ch. 29, gen. mgr., Fred
Nahas; to be ABC affil.; est. sets in market,
265,000 VHF

Idaho Falls, Idaho, ch. 8, new call assigned KIFT
(formerly KIFI-TV)

Kansas Cily, Mo., KMBC-TV, and WHB-TV. both
ch. 9, new target | Aug. '53 (shared-time grant)

Louisville, Ky.,, WKLO-TV, ch. 21, new target early
Aug. '53; gen. mgr., Joe Eaton; to be ABC affil.

Macon, Ga., WETV, ch. 47, gen. mgr., Dixon Harp

Meridian, Idaho, ch. 2, call assigned KTOO

Midland, Tex., ch. 2, call assigned KMID-TV

New Haven, Conn., WELI-TV, ch. 59; taiget 8

These changes and additions may be filled in on original chart of post-freeze
C.P’s appearing in sponsor's 9 February issue and in issues thereafter.

mos. to | year; mgr., Rudy Frank: est. sets r
market, 125,000

Pensacola, Fla., ch. 15, call assigned WPFA-TV

Pine Bluff-Little Rock, Ark., ch. 7, new call KATY
target Oct. '53; to be CBS, ABC affil.

Richmond, Ky., ch. 60, call assigned WBGT

San Francisco, Cal.,, KBAY-TV, ch. 20, target Nox
'53

Springfield, ill., WICS, ch. 20, new target 15 Sep
‘63; aen. mgr., Milton D. Friedland: nat’l res
Adam Young

Stockton, Cal., KTVU, ch. 36, new target, 30 Oct
'53; gen. mgr., Knox LaRue

Tulsa, Okla., KCEB, ch. 23, test target Oct. 8
nat'l rep, Bolling

Worcester, Mass., ch. 14, target 15 Dec. '53; gen
mgr., Ansel E. Gridley; nat'l rep, Raymer

B OX S CORE

Total U.S. stations on air, incl. Honolulu (16 No. of post-freeze CI”s granted (excluding 1&  Percent of all 1.S. homes with Tl sets T)

o 3 . o o -
Tuly °53) 196  educational grants: 16 July "33} 3388 Way 33 32.4%8%
i o RS- o ape . -
Vo. of markets vorered 133 Percent of all iomes in Tl coverage areas (1
Vo. of grantees on air 88  No. of Tl homes in LS. 23.930¢.000%  May 53 76.68
Both new C1° « and -rations geing on the ir asted biere are thoae whieh ceeurted betwe n TY homes tigure ts 2s of 1 Mav., Perrentages o homes with sets anl homes in TV cosed
2 July and 16 Jduly which intormn cotld he wained i that guriad. Nt < ar ameas are consideied approximate SIn most cases. 1he representative of a radiv station swho®
y he "Povwer of C.3%s js th granted a C 1° also represemts the new TV operation.  Nince at presstime il is generally
CCoam . fint n nnml carly to centirm TV representations of mosl grantees. SPONSOR Jsts The reps of the 3
1BC e B s stati in this column (when a radlo <tation has heen given the TV grant.)  2These
S NI o 1 Ny have ady confirmed thelr representation of the new TV statlons NFA: No figures avails
11 5 111 i i a1l o I ey 1| in markel 11’olind M rant, ch. 8 allucated to Townjsl




WCBS-TV

Look at cars. (Like Chevrolet, whose local dealers have

used Channel 2 continuously for over five vears.

Only on TV, of all media. can you seat your prospect
up front...demonstrate performance with an actual ride
...focus his full attention on individual features

of engineering, style, and economy.

And only on WCBS-TV will you find the best average
rating, day and night all week long. in the nation’s biggest
television market . . . the most quarter-hour wins

... the biggest unduplicated audience.

Your product looks good —your business is good .
when you are on the station most New Yorkers watch

most of the time...

New 6 7 !




’é@[gfsmw. .-THE ZOWf\Qﬁmcs ...IN HISTORY!]

12 one-minute spots plus 3 chain breaks every haur . . . “The Haur af Stars’’ will bring your station plenty df

75 per week! National advertisers . . . regianal adver- extra prafits!

tisers . . . local advertisers . . . all rarin’ to participate. Never before such an appartunity ta affer the glomaiiie

We knaw because we’ve SOLD them! of big-name stars . . . the respanse aof a big listening
audience . . . the prestige af a big-time show! Tany Mar-

Schedule it daily 5 haurs a week or as 4 separate quarter- tin, Ginger Ragers, Dick Pawell and Peggy lLee make a

hours a day! Whether yau sell spots, participatians, quar- dazzling cambinatian that will have the whale tawn lis:

ter-hour spansors, half-haur ar full-haur spansarship . . . tening, applauding and buying! \




e ez 1 o FULLHOURS

EVERY WEEK /

Full of one-minute spots and

chain-breaks that mean dollars

pouring in for stations!




- b ratings of op 8

Chart covers half-hour syndicated film p

Rank  Pasks Shows among top 20 in 10 or more markets 7.STATION 4-STATION
now  rank . Average MARKETS MARKETS 3-STATION MARKETS
Period: 1, 3, 4,5, 6,7 and 9 June 1953 rating = 1
TITLE. SYNDICATOR, PRODUCER, SHOW TYPE Ny, LA | Chl. Wash | Atlanta  Bait. _ Clne.  Cleve. Columiiuy
10.2 6.5t17.6 12.8 13.3 10.8 21.8 20.8 Ii
I I Farvorite Story. Ziv (D) 23.2 wnbt Kity ' whibm-ty wtap-te Whal-ty wepo-ty  wews  whnaty wi
1 10:30pm > lmpm i J:::muu 10:50pm 10:30pm D:00pm WES36pm 10:0bpm 9
] o ' 1150126 13.0] 148 21.3 27.5 26.5 17.8 R
2 2 Cisco '\ld, Ziv (W) 2. F wiht Keca-ty & whkh wnhw § waga-ty wbal-ty wepo-ty wabk  wbns-ty wxy
T:00pm T fmnm S op s:30pm 6 00pm T:0uin . 5:00pm 600D Tibipm 750
‘ . v 16.4 125 10.8 17.8 15.3 185 1:
‘.‘ L "opaloug Cass'dy’ NBC Fllm (W) ")"" wnbt ktty [ wnine | whal-1v wobk whus-tv  wy
G:30piv 6 :00pm . 1:30pm i 3:30pin (% m;pu. 1~_l:m|n a3
. 20.2 14.9 ’ 154 17.0 27]. 3 21 8 T¢
t 4 | Foreign Intrigue, JWT, Shel. Reynolds (A) 20.8 1 0 kh Fowibe wobw wkre-tv  wews Al
| ]n::mpm lu 3opm 9:30pm 14:30pm i X:3Umn B0 :00pm 10
65 85!188 9.4 19.3 16.8 16.0 26.3 1i
¥ / BOS‘O“ B'ﬂ(";‘lc, Ziv (M) 21.0 wabd knbh ' wgn-tv wtop tv whal-tv  wiw-t wews whns-tv  wm
9 &()pm T mm ' 9:30pm  <:30mn I Bopm 9:30pmn 10:30pm X:3@mn 4
7.0 7.9 9.6 10.5
53 6 | Range Riders, CBS Film, Flying "A" (W) 2.0 ¢ v koxt | whkb wsh-ty
6:15pm 7 :00pm . FREUITTY =1L TIT
| i 8.5[122 12.4 14.0 18.3 12.8 200 13
q 3 Abbott & COS‘B"O, MCA- TCA (C) 260.. ktiv whkh whliw winar-tv wilw -t wxel win-¢  win
‘ T:80pm ‘ 930 10:30pm 10:30pm X:30pm 10:00pm X:30pm 9
I — - -
- 12.9 ' 12.0 12.3 13.3 12.5 20.0 11
8 q Kit Carson, MCA, Revue Prod. (W) 13.9 keea-tv  whkDb wiw-a  wmar v wnbk  whns-tv
| T:30pm 2:30pm G:30pm 6 :pas BiUpin H:30pm 60
[ —= ) k3 W o - L !
8.2 10.5 t 11.0 13.8] 17.3 16.3 18.0 13.5 24.3 10
€ re . e FesBe .
9 8 Wild Bill 'ﬂl(";o';, W, Brondy (W) 18.4 wabd ktla ' whkb  wiop-Iv wWab-tv  wbal-tv wepo-tvy wnbk whns-tv - WY
, Topm b nnnm 1:30pm 1: l)l)pm J:3pm T00pm 5:30pm G:00pm G:00pn §
l ) 69 114,160 8.0] 9.5 16.0 12.3 143 16.0 10
ro 1, 9 super,"“"! MPTV- R- Maxwe” (K) 16"’ wabe-tv keca-ty wbkb  winal-tvg wsb-tvy whal-tv wkre-tv wabk whns-tv  wx
| 6:15pm &30 (3bpm 6:00pm ¥ S:3upm Ti0opm 5:30pin G6:0pm 6:00pm 3
Shows among top 20 in 4 or more markets {ranking omitted)
3.9 W 17.3
Hollywood Off Beat. United TV Programs (M) 24,8 §wensty wWkre-tv
2:30pm 8:00pm
- ' 12.9 Rzl
Dangerous Assigument, NBC Film, Doslevy (A} 23.. N wa,
10:30pm § R 14
, 16.7 9.8 20.
Doug. Fairbauks Preseuts, NBC Film (D) R — ey -
10:30pm 9 30|nn 9
- S 4.2 4.2 11.5
March of Time, March of Time (Doc.) 2Pl | ktte b whkb Whhs-tv
7:30pm | S.00pm 19:30pm
‘ o 2.0
Haulk McCuue. United TV Programs (C) 21.7 iy
7:00pm |
S 122] 84 6.4 16.8 5.
Liberace. Guild Films (Mu) 20.7 Klac-tv | wen-tv  wttg whal- ty wxv?
ttopm |9 30nm T Jllnm 10:30pm e }
0 4.0)19.4 12.3 11.5
The [’ue.\‘pe('tcd, Ziv (D) 18.5 Keca-tv Jubbm-ty waga-ty wews
9: ';tlpm 9:30pm 10:36¢pm m (mpm
2.9 157 17.0 148 8.
China Smith, PSI.TV, Tableau (A} 17.7 Jwavets keean | wibk  whns-ty wwvz |
N:30pm ~:30pm 10:30pm x:30pin X.0dp
4.9 6.2 10.
Heart of the City, United TV Programs (D) 17.1 ks 4 whih £
10:30pm | GB0pm 10340 j|
) 29 451 52 94 16.
I'm the Law., MCA, Cosman (M} i 15.9 wabd  Klac-tv 1 whkh witg wisz
1HE:3pm S:00pn 9 30pm 10-3npm RIS
Show type symbols .A) adventure; 1(‘\.1'(”".’(]3'. (D) drama; (Do s doemnentary, (K kid show: videal marked rarings listed ebove  Blank space indicales 1lm nal brogdeast in 1
(Y mysterss (W) western: (Mud minie. Films listed ate syudicued, Talf howr length, hroad-  of 1 3. b 7 and 8 June 19%  While petaosk sbows are falrly <iahle from of
cast in fnare s $ Tisted v T t a i 1 { a maik which thev v this s to wr excent witl

52 A new chart will appear in the 24 August issue SPONSOR




I shows

iy made for TV+

2.STATION MARKEYS 1-STAYION MARKETS
! rm. Bosl. Dayton  Mpis. [Buffalo New Or. Seattle St. Louls
' 24.3 26.5 50.5 53.3 56.5
wnae Iy “u‘nl: '.r‘n vilstt 1y kg 1y Kad 1y
'8 18.3 45.5 29.0 44.5 34.5
l' wHat )y when Iv s beu v klme 1ty ke 1y
v dopan T
17.8 22.8 | 26.0 43.5 41.8 28.0
“Iw.__l_\ Woeo )y When wdsn v King tv o koo s
18.3 27.3 57.5 22.0
what Ketp t wilsu t Iy
10 Mg ~ w
26.8 248 27.8 45.0 40.5
wnao Iy whileo by weer sy wdany )y <l (y
T ipm 8 gl .
24.3 25.8 50.0 38.8
whz Iv wer Iy date-tv King tv
pm LT
! 20.0 19.3 } 46.5 46.8
Iw Katp Iy when ty gty
~ 30pr " 3t
133 11.8 17.3 43.5 35.5
1‘ IJ:\ wnae tv wiw Wilsti t ksd oy
\‘I.S 11.0 10.5 220 | 24.5 46.5 25.3 30.5
m i owne IV wiw d ween (v When (¥ sucty King-tv Ksd-ty
8.3 11.3 9.8 7.8 | 455 29.0 258 29.5
moIY wiae v wlw d o 4v fwhen -ty wdsu-ty kine sl iy
L opl [ )
0.8 55.5
r-f'?.l.." \f.lsu v
2.8 23.8 47.8
m ty wern-ty kinx v
[mpm q 4
15.8 24.8 47.0
gl (v Sl
11.3 21.3 | 56.5 46.0
wnaec- Iy Kstr-te | when-ty Kad- 1y
* [}
0.0 49.3
oy
pm
26.3 49.5 47.5
weeo v 0 wilsy oy .
27.8 41.0
i g
' 50.0
1.5 17.0 55.0
m iv when tv lzu tv
pm 1
} 51.0
b < _be b [ in vai
2] last m i ~re
Jll b e

27 JULY 1953

MOUNT AIRY,

LKIN |
Y i - c— -

o @

B

wmsro~ SALEM} mey tv

T ‘J Greensboro
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® ALBEMARLE !

~ ) b

snesoro?®

this is where
it PAYS to be in the middle

Providing it's the middle of this important mid-South region

—an advertiser's paradise of progressive communities, all
served by the broad circle of WFMY-TV's coverage. Packed
into this zone of sales opportunity is a greater amount of
buying power than you'll find in such media “musts’ as

Baltimore, Pittsburgh, San Francisco, or New Orleans.

Strategically located in the middle of almost a billion and a
half dollars — money waiting to be spent on what you have to
sell —is WFMY-TV. Many of America’s most successful adver-
tisers have discovered how well WFMY-TV reaches and per-
suades the customers of this growing area. Why not share

their good fortune with them?

wimy-tv

Basic CBS Affiliate — Channel 2

Greensboro, N. C.

Represented by
Harrington, Righter & Parsons, Inc.
New York— Chicago—San Francisco
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and nowa messay
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1
e from our sponsot

by Bob Foreman

ilm()ng the biggest of onr dilem-
ma~ in a dilemma-wracked medi-
um 1= the endless scarch for new
TV commerecial announcers. In the
carhiest days of the medimm most
of u~ attempted to make a simple
transition front radio by nsing our
radio annonncers to <ell onr prod-
net visually. In some mstances this
proved to be wisdom itself for, by
dint of hidden talent, previons ex-
perience. or sheer luck ~ome radio
announcers turned ont to be fine
~alesnien-on-camera. From this
group (radio announcers) came

the Dick Starks, and the Nelson
Cases. and the Allyn Edwards.

However, more often than not,
we found we had tremendous trou-
ble ahead when wec blithely expect-
ed a script-reading radio man. first

-to learn a script by heart, second
—to become mobile before a cam-
era, third—to have sufheient con-
fidence and poise to be visually

comvincing to the viewers.

There was the gent who got
every line right except the theme
at the sign-off in which he accused
hiis bulb sponsor of providing “less
and less light for more and more
money” and then, realizing he had
made a Grade A boo-boo. the poor
chap nervously allowed, “I think
1t’s the other way around.”

There was the skilled radio an-
nouncer, with years of well-deliv-
ered messages under his belt, who
also had, unfortunately. too much
stomach under the same belt, since
his sponsor was selling a product
intended to take weight ofl.

There were the dozens of com-
petent, intelligent men and women
who had to overcome understand-
able camera-shyness. who had to
learn to walk (most dithicult of all
video-instructions!), to point, to
open tin cans, to hold up packages
all without that tell-tale shake of

Skilled radio announcers won't go over on TV if they lack poise, don't know how to walk.

Allyn Edwards

<

(below) is among radio vets who made good

on TV, Foreman says

the haunds or knees which was so
much with us in the begiuning and
was o amnoying that it took the
viewer’s mind completely off the
message being delivered.

Gradually, becauze we can’t af-
ford to nor do we dare to take
chances, a few announcers stood
ont and became in such great de-
mand they appeared on shows and
spots with bewildering profusion.
We then realized something else—
that a man or woman could physi-
cally handle far fewer TV jobs
than in radio. So the search again
was underway full speed.

Actors and actresses were audi-
tioned by the score. Agencies even
compared notes. Local announcers
moved into the big city for their
anditions and gradually some new
faces did creep in here and there.
Some have lasted.

At this point everybody was out
to find another Betty Furness or a
Rex Marshall or a type “just like™
Dr. Roy K. Marshall. Once again,
we were hewing to the line, trying
to find some carbon copies (after,
of course, attempting to sign up
the origmals and being turned
down for one reason or another.)

And. today. the search is still
going on. As far as I can =ee with
myopic orbs, this will be a never-
ending quest. A quite necessary
one, however, and well worth the
effort since the burden of the effec-
tively delivered commercial i<
squarely on the shoulders of the
advertising agencies. It is their job
to find the fresh faces and new per-
onalities who can move products
by making people move.

Unfortunately, there is no for-
mula for assuring anyone that the
right choice has been made before
the leap has becn taken. In fact.

@ L]
. Do you always agrce with Bob .
o Foreman when he lauds or o
. lamibasts a cowmmercial? Bob R
. and the editors of SPONSOR i
would be happy to receive
: and print comments from :
. readers in rebuttal; in ire; in .

qualified agreement. Address
¢ Bob Foreman, ¢/o SPONSOR,
. 40 East 19 su s

SPONSOR




gé\é Day Must Fall g[)
6Ly DA,
v,

ening?
asked the man from Kent Feeds. We

@ \@ \ couldn’t do a phone survey at that hour.
1 é Q “Give awa y somet hing,” someone
k@l *Lt% =) @“' . suggested. “Chicks,” said someone else.
in

WMT carried one “free chicks”

. “How much fee ey sell?
v * % x
¥ \-@@‘ Does M—— tell G——? Kent has
) q I
. ’w : been on daily since March 20, 1951.
Xw v® Their agency says they’ll triple WMT's
budget whenever we can provide

x(;(o)g o W
& “Q (* < ;e— s{{v}it’able -(a]r:.d early!.) program time.
\ Moral: The early chick doesn’t need worms.

0 @i S W M T CEDAR RAPIDS
&W @ﬁ@@@ 600 KC 5000 Watts
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more families
in washington
listen to WR(
than to any
other radio

it take~ perhaps 13 weeks on the
air to know. Audition= give only
partial answers because an actor
in a =tudio-audition may freeze up
on the live show or hefore the roll-
ing motion picture canera. Film
may do his (or her) looks unex-
pected harm, noticeable only after
this film comes~ out of the lab. But
there i= one guidepost we can take
direction from ax we try to sell a
new personage to an advertiser—
familiarity 15 a good 5077 of the
battle. The more people who see
whatever spokesman we choose,
the more welcome he or she will
be in their homes. Familiarity,
rather than breeding contempt,
breathes life into the salesman as
well ax into the message he or she
delivers for the sponsor.

ity &

o -
commercial reviews
o S s SN _
PN

TELEVISION
SPONNOR: Pacitic Coast Borax Co.
ACENCY: McCann-Erickson, N. Y.
PRODUCER ; Five Star Productions
| PROGRAM One-minute announcement

As T screened this announcement, I was

about to deliver a tirade on misuse of

" humor, the insincerity of it, and how inef-
fective I'd wager such an approach is
when trying to make the point thar Borax
kills garbage can odors.

However, the animated lead-in, in which
the garbage can talks in snooty terms im-
mediately dissolved to Rosemary DeCamp
giving a straightforward presentation on
the subject. Miss DeCamp laughed off
the animated opening and in a very di-
rect as well as attractive manner presented
the subject.

Another point well made, I believe, was
the way the audio pointed to the video—
zooming up from the package such phrases
as “kills garbage odors” and “chases flies.”
Rather than reading what the words said,
Miss DeCamp’s audio pointed to the visual
which made it much more emphatic. Far
too often, audio merely repeats video rath-
er than emphasizing it.

This commercial is, I believe, an excel-

| lent example of animation well combined
with live action providing the best that
I each technique can offer. * ok K

SPONSOR
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BETTER Television for Wisconsin! %

Fiest ta prosude telesision for Milwaukee and Wisconsin, The Milwaukee Jonrnal \}

has comtantly inproved its facilitics and kept pace with new developoients in the field. :3

Here i the latest step in providing improved teleyision service. 1t i the milest i

of “Chanuel | Day.” observed Saturday, July 11 3
4
J

B | 'fr';'”'i. | B\ ) -

N Lura Your Eye to Channel.

. 1 -l v A .

-

Fnjoy hetter reception on this ness spot on your television dial! The shift of

W TN STV o channel |is one of 31 changes in existing television station channels

.
TR R GRS IRV RN
Al d e h Aa e s ad.am e

approved hy the Federal Communications Commission o

.u‘r

better nation-wide senace by reducing interference.

MORE Power. . 100000 Watts

The rachated poser of WM. TV on channel 4 is increased to 100,000
watts, which is the maximum power authorized by the

Federal Communications Commission for stations on this channel.

NEW Tower . 1035 Fee __ |

The enmbination of mare power and greater tower height will nearly

] o W

doithle WTMJ-T\"s basic service area from a radius of 45 to 50 miles w
appronimately 90 miles. Improved reception is also expected in arcas

“staded” by ground hollows, buildings or other obstructions.

C Now att Chancl# Mihakee

National Reprexentativex: HARRINGTON, RIGHTER AND PARSONS, INC.
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FLOUR

USED CARS

SPONSOR: Centeno Super Market AGENCY : Direct

CAPSULE CASE HISTORY:  This super market, one of
the largest Latin-American grocery outlets in San Antono,
was heavily stocked on a well-known brand of flour. It de-
cided to hold a one-week sale, bought announcenients on
KIWW to tell people about it. No other medium 1cas
used. Mr. Centeno states: “My sales of this brand of
flour increased from an average of 0.500 lbs. per week
to 19,000 lbs. during this sale week.” The sponsor’s total
investment in the 35-announcement campaign, $S80.

KIWW. San Antonio PROGRAM: Announcemen.s

SPONSOR: Harding Motor- AGENCY: Djr
CAPSULE CASE IHSTORY : ]larding Motors, Mete
auto dealers for Chilliwack, British Columbia, wanted
known that they were opening up a new used car |,
They planned the opening for a Saturday. For use on{
Thursday and Friday immediately preceding that San
day, they purchased a total of four announcements .
CHWK, used no other advertising. On opening do
they sold nine used cars, grossed $13,000 in busine
from an advertising investment of $40.

CHWK, Chilliwack, B. C. PROGRAM: Announcemey

PRE-FAB HOMES

—
SPONSOR: Gunnison Homes, 1. S, AGENCY : Adv. Ay
Steel subsidiary Louisville, k

CAPSULE CASE HISTORY: U, S. Steel, on two broa
casts of Theatre Guild on the Air, offered literature on
Gunnison llomes. These are prefabricated houses whi
sell from $6,500 to $12.000 (excluding the lot). T
offer explicitly stated that “a salesman will call” on the
people writing in—a move calculated to eliminate
idly curious. Result: 7.500 letters came in from prospec
who were, in effect. asking to talk to a salesman. That
a sales potential of from $49 million to $90 million [ro
an investment of $79.000 for time and talent.

g = - L ] NBC Radio PROGRAM: Theatre Guild on the 4
‘M4 PEp <& W e
DEPARTMENT STORE BRIDGE TABLES
SPONSOR: Rhode« Dept. Store - AGENCY: Direct SPONSOR: Mc & Mece Ltd. AGENCY: Dur
CAPSULE CASE IHISTORY: For the purpose of attract- CAPSULE CASE HISTORY: In one furniture sale, Ml

ing women into their appliance department for a “live”
show, this department store advertised first in a local
newspaper, then on KMO. The 54-inch newspaper ad,
which cost about $135, drew five people on the show’s
first day. The announcements on KMO, which cost the
sponsor a total of $50 brought in 120 persons to the show
the second day. The newspaper ad cost $27 per patron;
the announcements cost 42Y4¢ per patron. Also signifi-
cant: 80% of the air pitches were aired between 6:00
p.m. and midnight in this, a TV area.

KMO, Tacoma PROGRAM: Announcements

& Mc Lid., a branch of a British Columbia hardware ar
furniture chain, had a special on bridge tables. [t us
four issues of one local paper and two of another to ply
the sale, but was not satisfied with the results. It the
switched to CKOV with an order for four 30-secon
announcements (at a cost of about 85 each). After il
third pitch had been aired on a Monday—usually a sla
shopping day—the store’s furniture department frantical.
called CKOV to cancel the last plug. Reason: It wut
swamped with orders for the tables.

CKOV, Kelowna, B. C. PROGRAM: Announcemen

SOAP-FILLED PADS

SILVERWARE

SPONSOR: American Steel AGENCY: Needham & Grohmann
Wool Mg, Co.

CAPSULE CASE HISTORY:  To help sell its Soap-Filled
Pads, this sponsor bought two one-minute participations
a week, Tuesday and Thursday, on The McCanns At
Home (9:30-10:00 a.m.). After three months, sales of
the item in the New York area had increased 10.47.
According to R. O. Dahling. sales manager of the com-
pany, the campaign on the McCanns’ show was largely
responsible for obtaining expanded distribution in the
New York area, which included selling the product to
more than 300 Associated Food Stores in Brooklyn and
Queens. The sponsor pays $S280 a week.

WOR, New York PROGRAN: The McCanns At Home

SPONSOR: International Silver Co.. AGENCY: Cunningha
Holmes & Edward« Div. & Wal-
CAPSULE CASE HISTORY:  To promote the offer of
special spoon, the Holmes & Edwards division of Inte
national Silver participated in the Housewives Protectn
League (daily 1:30-2:00 p.n. and 10:30-11:00 p.n.} o
KNX. Four of the largest department and jewelry stort
in L. A. were lined up to install window and “‘in-store
displays of the item. After the first week of the offe
one of the stores reported: “We had ordered an adequai
supply for many weeks, but were completely sold out b
Wednesday. Largest volume of flat silverplate we hat
sold in a number of years.” Cost per week: $357.50.

KN\X. Lo~ Angeles PROGRAM: Housewives Pr
tective Leagv
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Poffers you

How do you sell in the New Pittsburgh? By cashing in on Pittsburgh’s most
successful new merchandising plan, sponsored by KQV—now CBS Radio in
Pittsburgh—and the 130 A & P stores throughout the Pittsburgh market!
From KQV vou get top spots and programs, adjacent to high-rating CBS
network shows. And from A & P you get the unprecedented opportunity to
merchandise and display your product in 130 A&P markets in the KQV area.
This amazingly successful tie-in has already brought eye-popping sales
results for many national advertisers. General Mills, for example, upped pur-
chases of Wheaties 81.9% in the Pittsburgh area. Canada Dry reported, "almost
doubled normal weekly case sales.”
This promotion works. Why not put it to work for you? Call or wire—right
now—for full particulars!

P bunghs Agqgressive Neldok Stalion.

National Representatives: WEED & CO. New York « Boston « Chicago - Detroit « San Francisco « Los Angeles
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SPOUNOR Asks...

a forum on gquestions of eurrent iuterest

to air adrertisers and their ageucies

The BBC offered free Coronation films and tapes to

American broadceasters provided no singing

commercials were used. Do you think jingles are irritating 0

THE PICKED PANEL ANSWERS

Although 1 do
not helieve all
jingles should be
classified under
the one “irritat-
ing and undigni-
fied” heading. 1
am in complete
accord with the
BBC stand: for
the Coronation is
not only of his.
torical significance, but also it is basi-
cally a religious service, rooted in the
<pirits, hearts, and national sentiments
of the British people. It should com-
mand respect and dignity and every-
thing associated with the Coronation
should be in good taste.

If alt jingles fulfilled the good taste
requirement, the BBC proviso certainly
would be a critical slap at American
culture and advertising. Unfortunately,
however, far too many jingles are irri-
tating and undignified, sounding as if
they were written by the boss™ seven-
vear-old daughter or the office boy.

For some illogical reason. advertis-
ers too frequently make the inistake
of thinking that all jingles and musical
commercials receive equal audience ac-
ceptance and create the same impact.
regardless of whether or not they're
written by a professional or an ama-
teur composer.

As a result, the American air seems
flooded to the average Furopean—par-
ticularly the Englishman accustomed to
government controlled broadcasting—
with irritating and undignified jingles.
Inasmuch as the BBC can in no way
approve, edit. or control any jingles
that might be used. I approve its stand
to eliminate cheap or undignified ma-
terial by banning the u<e of all musi-

Mr. Davis
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cal commercials with the Coronation
films, even though the American broad-
casting companies do have many ex-
cellent musical spots that could have
been used in connection with the films.
without offending any listener— British
or American—or indicating bad taste
in any way.

PuiL Davis

President

Phil Davis Musical Enterprises, Inc.

New York

Yes, | think the
BBC is entirely
correct. [ think
“jingles” are ir-
ritating . . . 1
think theyv are un-
dignified . . . 1
think most of
them are down-
right stupid,

This past March
[ was invited to
speak at the Association of National
Advertisers spring meeting. down at
Hot Springs, Virginia. The title that
was assigned to me on this occasion
was “Successful Selling with Radio and
Television Jingles.”

I prefaced my remarks at that time
by saving . .. “The first rule a suc-
cessful jingle ought to follow is that it
ought never to sound like a jingle . .
it ought not to look like a jingle . . .
act like a jingle or smell like
a jingle.”

I went on to say that that all of this
is pretty plain, ordinary common sense.
because aside from hucksterish rub-
bish. every darn fool and his brother
knows that people hate “jingles.” |
reminded the members of the ANA
vathered there that they didn’t like
them in their own homes. their maids

Mr. Nelson

didn’t like them. the people in their
ofhices didn’t like themi . . . and T ad-
mitted I hated them. Nobody has a
right to be an s.o.b. in Mrs. Jones’
living room. Nobody ever sold nohody
nothin’ nohow by getting em mad.

We are, as yvou know, the largest
producers of musical announcements
for radio and/or television in the his-
tory of the business. Qur work is
heard on more stations more often than
that of anyone else. Our clients are the
very largest, the most respected names
in American business and industry to-
day. There’s hardly a station in the
country that doesn’t carry our work.
And yet. this business has been built
with no salesmen . . . very little solici-
tation by us.

We. just as you. know that the pub-
He loves music . .
That’s why they spend millions upon
millions of dollars a year to buy songs
on Victor. Columbia, Decca, Mercury,
and similar labels. So what we produce
for our clients is simply the hit parade
of music . . . no shouting. no scream-
ing. no phony haloney repetitious, irri-
tating malarky, We just give our ch-
ents songs
styles. all tempos . . | songs fully as
good as anything yvou will hear on the
kit parade of popular music.

We spend virtually all of our time
in creating and producing our work . . .
very little trying to dispose of it. Nor-
maltly we have only to audition for the
president or the chairman of the
hoard of a major corporation and he
almost invariably asks these two ques-
tions: 11) How long has thix heen go-
ing on? (2) Why havent we heard
about it?

In mv opinion. the BBC i~ entirelv
correct . .. “jingles” are irritating . . .
“jingles” are undignified. Moreover.
we don’t think “jingles™ <ell too well.

SPONSOR

. all forms of music.

... songs of all tvpes, all




Mauy of the most important names

in business and indnstry today could
tell vou that good music and good
sones do sell . .. ~ell like crazy, That's
what Keeps us in bisiness,
Georck R, \NELsoN
President
Velson Ideas, Ine
Schenectady, N, )

'm inchined  to
think  the BBC
has a false pic
ture of the \imner
ican broadeast ad-
verlising ~scene
and i~ diserimi-
nating unfairly:
that is. making
decisions without
fully under-tand-
ing advertising
Americana  the jingle. 1 think most
people find jingles no wmore irritating
than other forms of advertising. So
why diseriminatiou?

From the British point of view, a
jingle might coneeivably be undigni-
fie. But from the American viewpoint

no. In fact. the jingle fits right into
our mode of life. a certain gaietyv.
competitive message. sale without
drive.

We, who are specialists in the field
of creating jingles. or as we call them.
Song-Ads. offer these basic facts: Jin-
glex appeal to the consumer in an
entirehy different wayv than other forms
of advertising. Jingles appeal to the
subconscious mind rather than the cou-
scious mind. as in other media.

To receive the advertising message
from a newspaper. magazine or bill-
board ad. the consumer must con-
scioush absorb the contents. It is
therefore easy to turn the page and
pass it by, But in receiving the prod-
uct message from a jingle the con-
sumer does not have to concentrate
in fact he does not have to consciously
do anything. In most cases he is not
aware of even hearing the message
but the natural euphony of rhvine and
rhythm, plus repetition <oaks in he
hums the tune. associates it with the
product, and eventually even begins to
learn the words. Then Mr. Consumer
bas vour wmessage solidlv. constanth
and pleasantly.

Mr. Sande

Bos SanpE
President
Song-ads Co.

Hollvicood
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There’s more sell on
5000 Watts
Day and Night

A B C Affiliate

Richmond. Va.

910 ON YOUR DIAL

Edward Petry & Co. inc., National Representatives
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EVEN IN VIENNA

THEY WATCH

Not for dancing, but for
'round enjoyment

people in Vienna watch
WHEN and then shop the
Syracuse Market.

vision os enthusnosncclly os

i the other communities in the

rich 26-county market covered
exclusively by WHEN. This

! enthusiasm is reflected in the
Y increosed sales volume of

WHEN advertisers. Over 2%

A million people with o high,

stoble buying income are your
prospects, It's the heart of the
Empire State. You get moxi-
mum effectiveness from your
advertising dollar ond GET
COMPLETE COVERAGE OF
THIS IMPORTANT MARKET

' & WITH ONE MEDIUM—WHEN.

SEE YOUR NEAREST
KATZ AGENCY

wHEN

TELEVISION

MEREDITH i

STATION
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agenciy profile |

Eric Eisner

Radio and TV director
Maury, Lee & Marshall, New York

When Eric Eisner left Europe in January 1939, his credentials
stated that he was leaving to cover the New York World's Fair for
the largest newspaper in Prague. He had a much better reason:
Paul Goebbels, German propaganda minister, had put a price of
25,000 Reichmarks on his head for his anti-Nazi programs on the
Prague radio station. He left Prague with a plane ticket to Rotter-
dam. Holland, and $1.50 in his pockets.

By way of contrast. he will play a major role this year in the
spending of about $1.325.000 in radio and TV for Amana Refrigera-
tion. Inc. His start in the advertising field was modest. He joined
Weiss & Geller. Inc. in Chicago in 1940 as an idea man, script writer
for radio musical programs, and fashion shows.

Three days after Pearl Harbor he joined the army. After CIC
training, military authorities decided against sending him to Europe
because of pos ssible repricals against hlc family there

Separated from the =ervice in 1946, he freelanced as a radio-TV
writer and producer for five vears producing a number of pilot
films before joining Maury, Lee & Marshall in 1951. Agencies were
then eager to get motion picture men for use in TV production.

Eric explains his rise in the movie business simply: “lu Eurcpe
vou start by carrying sandwiches for the crew. Soon vou work
up to carrying a camera tripod; then vou become assistant director,
script writer. director. and, finally, a producer.” He worked on 30
feature-length pictures as either writer or director. Then in 1935 he
went to work for Bata Shoe Co. (which was then producing 284.000
pairs of shoes per dayv) to turn out documentaries.

His views on todas’s television production can be hoiled down
thusly: (1) There are too many copveats in this business: they all
want to make like ‘Lucy.” (21 Many try to supplant the lack of an
idea with a big production. (3) Few people know how to use a TV
camera to its best advantages. (1) TV filns can be pm(]uced equally
well in New York without the high Hollywood overhead.”

Eric’s wife, Arlene. the mother of hix four-vear-old son. is
soing to college at night. expects to get her M.D. degree in about
three vears. Eric and his wife debate regularly over the subject of
how old their son Peter should be before he is told that hi< father was
the writer of Hedv Lamarr’s famous movie Eestasy. * ok Kk

SPONSOR
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THE WEATHER GIRL-on WPTZ

A nighttime 5-minute strip now available..

the right show, the right time, the right price!

IF¥ YOU'RE INTERESTLD in a high-quality show
at a low-budget price, meet Miss Lynn
Dollar. television’s talented weathercaster-
model-actress. Her nightly WEATHER
f GIRL programs are enjoycd Monday
' through Friday at 7:25 on WPTZ by thou-
sands and thousands in the vast Philadelphia
television market.

True, the curves on the weather map aren't
the only ones that keep ‘em watching. Lynn
appears nightly in the latest fashion appro-
priate to the day and season. She reports
the weather and forecasts the morrow’s tem-
perature in peddle-pushers, evening gowns
or bathing suits. liberally lacing the show
with informal fashion news, breezy chatter
and winning ways.

THE WEATHER GIRL is part of WPTZ's
nightly news, sports and weather strip. which
immediately follows the sensationally popu-
lar FRONTIER PLAYHOUSE program. It

precedes NBC's strong 7:30 line-up—Eddic
Fisher, Eddy Arnold, and Dinah Shore.

It's hard to believe, but you can sponsor
THE WEATHER GIRL every night. Mon-
day through Friday, tor only $1537.00. fully
commissionable (only a few dollars more
than you'd pay for a strip of 20-sccond an-
nouncements in the'same time period ). THE
WEATHER GIRL also may be sponsored
on a once, twice or thrice-weekly basis,

For full details on this great television avail-
ability. give us a call here at WPTZ. or sec
vour nearest NBC Spot Sales representative.
It's a bargain buy your clients will want to
hear about

WPTZ

PHILADELPHIA

CHANNEL 3 NBC-TV AFFILIATE

WESTINGHOUSE RADIO STATIONS Inc

WBZ « WBZA . KYW . KDKA

wowo -

KEX - WBZ-TV . WPTZ
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WTOP-TV tot show scoves high rating after one weel: on air

That there i= a big need for enter-
tainment of pre-school toddlers has
been indicated by the success of NBC
TV’: Ding Dong School. Recently, a
show of this type on WTOP-TV, after
only one week on the air, zoomed to
the position of second-most-viewed
weekday progrant in Washington, D). C.
(Arthur Godfrey was first). And this
completely sans publicity or advertis-
ing build-up.

Billy Johnson, a 27.year-old young
man. sings, tells stories. and <hows filin

of baby sitter for harassed mothers,
heeping tots quietly at the TV set for
an hour everv morning. He emphasizes
the wonders of nature and wildlife.
gives advice on <afety and good living,
converses with two puppet companions.
playvs his guitar. sings, and shows car-
toons (“Felix tle Cat™ and Walt Dis-
ney’s “Alice” series).

One mother wrote: “lIf more sta-
tions would realize that the way to a
mother’s or father’s heart is through
their children, thev certainly would

Some 2,500 young fans flocked to see Billy at a recent gathering; he spoke fo each child

cartoons to voungsters on his morning
Cartoon  Club program (Monday
through Saturday, 9 to 10 a.m.). He
launched his program on 23 March.
Just four days later, the American Re-
search Bureau started its monthly TV
rating check. ARB officials  were
amazcd at the 8.9 rating high (average,
6.9) pulled by a show they’d never
heard of before and which had not
even been on the air a week.

When Telelulse comple’ed its mea-
suring survey the week of 6 April. it
found that the Cartoon Club had an
11.2 rating. This made the show No.
5 in the top 10 multi-weekh programs
in Washington. It garnered more audi-
ence than <uch network shows as Cam-
el News Caravan. Kate Smith. Time for
Beany, and U.S.A. Canteen.

Like Ding Dong’s Dr. Frances Hor-
wich, Billy Johnson functions as a sort

64

be the wiser. Mothers buy the product
that sponsors a show to interest their
children—all advertisers should realize
that. Don’t ever replace Billy Johnson.
I think he is wonderful.”

Due to the success of the morning
stanza, Billy also keeps the tots ah-
sorbed dailv from 5:30 to 5:55 p.m.
on the WTOP-TV screen. * K *

WHK d.j. show prowmotes
Cleveland industry

Big industry plays an important part
in the business life of Cleveland. To
make people aware of the citv’s indus-
trial picture and bring it alive for them.
radio station WHK. Cleveland. has a
program which honors a different in-
dustrial plant each week. This pro-
gram, oddlv enough. iz a d.j. show.

Dick O'Heren is a singing. ukelele-

playing. story-telling d.j. on WHK who
has been celling for two sponsors—
Pavelka Meats and Cannon Tailors—
for over 10 years. When these two
sponsors launched Dick in a new show
a while back (daily 1:15 to 2:00 p.m.)
they wanted something to keep the
program from being “just another d.].
shot.” Station planners looking for an
idea hit on a “Plant of the Week”
proniotion.

The plan was for Dick to give hi~
audience a complete five-day aural tour
of each plant. including live interviews
with worker=, management, welfare of-
ficers; chats about job opportunities,
working hours, insurance and retire-
ment funds: new developments and
future plans of the plant. It would be
necessary for industry to go to the
trouble of preparing a great deal of
written material and provide men for
live interviews at the height of the
work day.

Any uncertainty about how indus-
trial firms would take to this idea was
soon dissolved. The Fisher Body Plant
headed a long hst of glad acceptances:
since then such companies as Cleve-
land Pneumatic Tool. Glidden Paint,
Chevrolet. Enamel Products, White
Sewing Machine and Apex Electric
have taken part in the program.

According to the station. the pro-
gram’s Pulse is fine—evidence of ac-
ceptance by a public previously apa-
thetic to the idea of learning about in-
dustry—and the sponsors are happv
with increasing business. * * k

Briefly . . .

When home-wrecking wind storms
swept Wichita. Kan.. last month. a
lumber company reported that among
hundreds of frantic calls from persons
seeking information on household re-
pairs and FHA loan procedure. one
came from a man who said: “Last
spring I done bought a car: and I been
so worried over making payvments on
the car that mv house insurance done
relapsed. But T know my credit ix
good . . . and that 1 can get one of
them KFH loans.” Radio station KFH
states that it is happv to be thought
of in time of trouble though it is not
in competition with the FHA home loan
program.

The state of Maine has a new re-
gional network covering 757 of its
radio homes. Called the “Lobster Net-
work” it embraces WPOR. Portland:

SPONSOR
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WCOL, Lewistony WEF VML, Angnsta;
WRKID, Rockland; WV L, Waterville:
and upeoming WRUNM, Rumford. M-
ter the baseball season, several full net-
work features will be established to ac.
commodate  participating  and  single
spousorships.  The  network  covers
“back vard”™ Maine as well as more
heavily populated major narkets,
* * *

W hen Herb shriner visited his home
town, Fort Wavne, Ind.. recently, some
15.000 Hoosiers lined the streets to
give him a vociferons welcome. With

5
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Old Gold gets spotlight on air talent's travels

Iterb. the star of P. Lorilard’s Two
Jor the Money shew on \BC TV
(switching to CBS TV as of 15 Au-
gust), was the Old Gold Dancing Pack
girl to remind the folks of his air spon-
sor. Station WOWO. where he started
about 20 years ago. honored him with
a special broadcast. When he arrived
by plane. he was greeted by old friends
iphoto. 1. to r.) Crawford Parker. In-
diana Secretary of State: Carl Vanda-
erift. WOWO =station manager: Cliff
Milnor. Fort Wayne Journal Ga:zette
columnist: Paul Mils, WOWO sales
manager: Bob Shreve. Galbreadth Pro-
duetions: Shriner: Norm Widenhofer.
WGL program manager: Shirley
Wayne. WOWO. Herb's wife. Pixie. is
at right with back to camera.

J * *

To help dispel the “mystery”™ abont
agency organization. procednre and
philozophy. Henry J. Kaufman & Msso-
ciates. Washington. . C.. has pre-
pared a booklet which tries to clear up
any (uestions a serious agency-prospect
might have on hiz mind. Titled “tHow
to get the most out of vonr advertising
dolar.”™ the brochure develops eight
principles it deemns important to at-
taining this end. They include: keep-
ing vour adverti<ing tuned to changing
minds and market<: validating vour
sales judgment with enrrent research:
anah zing areas with greatest potential.
Booklet also stresses benefits of com-
plete. np-to-date agency <ervice. * * *
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Roy Shudt

MOBILGAS SPORTSCASTER 6:15 P.M.
“FIFTH AT SARATOGA” 4:30 P.M.

WTRY

Personality

Roy Shudt didn’t know whether to say “ye<™ or “no” when asked
several vears ago to call the trotting races at Saratoga. The track
for CBS. He's the star performer at Hollywood Park on the coast.
tator and play-by-play star on WTRY. Rov had never described the
trotters Dbefore.

Fortunately. he finalh =aid. ““Yes." He used his fine. clear voive
and crisp styvle to develop the most distinctive and successful tech-
nique in the business. Now le's the country’s highest paid trotting
race caller; a sportscaster with a national reputation for being tops
in his specialty. He has broadcast the Hambletoman coast-to-coast
for CBS. He's the star performer at llolhvwood Park on the coast.
e opened the fabulous Ponce de Leon Raceway at Jacksonville this
season. e helps pack "em in at Rosecroft in Baltimore.

Naturally, his success abroad has made him a hero at hone in
the Albanv. Troy. Schenectady market. His larze WTRY audience is
nothing short of enthusiastic. He's a great booster for his homne town
area and will work and live no place el<e on a permanent basic nc
matter how attractive the mam offers are.

Roy's G:15 p.m. sport show every day. Mon. thru Fri.. has the
biggest audience of sports fans in the area and certainly one of the
most vigorous and articulate in the country. He's the VMobilgas
Sportscaster for Socony-Vacuum on the 0:15 show and during the
racing =eason he’s on the air every afternoon with the “Fifth at
Saratoga” for Owen Cartwright. one of the top Ford dealers in the
comtry.

Roy Shudt’s top-noteh performance is very much in keeping with
the guality programming WTRY maintains th na adio
people ke to call “network quality™. And when von're with (B>
“network qualits™ means aiming higher all the time

WTRY CBS—5000W-—980 KC
Albany-Troy-Schenectady Represented by Headley-Reed Co.
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BACHE ON RADIO

(Continued from page 37)

W OR personalities with great success.
This may be due to the fact that mu-
tual funds appeal to a larger audience
spreading down to the lower-income
brackets.)

Said Radio and TV Director Bob Day
to sPONsOR: “For a firm offering gen-
eral investment counsel vou nced a
particular type of audience. Not neces-
sarily people with investment experi-
ence but people who have surplus funds
and are therefore interested in in-
creasing their yield.”

That’s why the llenry Gladstone
package was so altractive to agency
and advertiser. Today’s Business i«
like a five-minute radio version of the
IWall Street Journal. The program
gives a rundown of closing Wall Street
prices. analyzes significant trends.
briefly reports news from Washington
which might have a bearing on stocks.
and interprets worldwide events in the
light of their possible effect on busi-
ness trends.

Gladstone prepares his script Dhe-
tween the time the New York Stock
Exchange closes (3:00 pan.) and 4:15
p-m. A messenger leaves the station

gl

A

with the seript at 1:30. arriving at the
\Ibert Frank-Guenther Law offices be-
[ore 5:00 p.n. A teletype conference
linkup of New York. Cleveland, Chica-
go, and San Antonio i+ arranged in ad-
vance. and copy is tran<mitted as soon
as the lines are cleared.

This technique of working close to
airtime has its headaches but the ad-
vantages outweigh the disadvantages.
(They've had some close shaves when
teletype circuits couldn’t be cleared un-
til the last minute.) Ad Manager Gel-
lerman told sroxsor: “Timeliness is a
very important clement to us. As with
the case of the I'ederal Reserve an-
nouncement, we can take advantage ot
news breaks and get the maximum ben-
cfit out of them. And by using radio
we get not only the selling power of
the human voice but, in Henry Glad-
stone. we have a man with a repnta-
tion for integrity which is very impor-
tant to a brokerage house. The mu-
tual respect Bache and Gladstone have
for each other is manifested in the
cooperation which results. No ‘prima
donna’ anties; Gladstone works closely
with us and we get maximum resuhs
from his program.”

A comparison of results between the
Gladstone program and The New York

NIELSEN REPORTS GUARANTEE 57 %
OF ALL RADIO HOMES IN 303
COUNTIES IN 12 STATES LISTEN
REGULARLY TO KOA. ‘s

BUT ..."you con’t fence KOA in!”’ These
figures do not include KOA's . ..

BONUS COVERAGE

® CAR RADIO BONUS
KOA is the best Outdoor Advertising Medium in the
West! With oppeal thot's olive wherever you drive!

# GEOGRAPHICAL BONUS"\ \
KOA is o fovorite with rodio fomilies in hundreds of
odditionol counties in 34 stotes not included in
Niclsen Coveroge.

.t

® SUMMER BONUS

If you believe

more people should be buying
what you're selling ...
KOA 1S YOUR ANSWER.

More thon 12.5 million tourists spend on averoge of
8.8 days, over $600 million in the Mountoin Stotes.

50,000

INEENC

Watts :
850 Kilocycles

DENVER
Covers The Wesl...ggdf.’r

NATIONAL SALES REPRESENTATIVE: EDWARD PETRY & COMPANY, NEW YORK,

CHICAGO, DETROIT,: SAN FRANCISCO,

LOS ANGELES, ST. LOUIS, DALLAS.

T'imes fmancial section shows that
Gladstone pulls leads at an average of
$1.50 each, The Times costs Bache
52.00 per lead. Newspapers get a lot
of play from brokerage houses because
they publish extensive stock exchange
listings daily. And it’s logical to as-
sume that a person who reads the finan-
cial pages of a newspaper is a potential
customer for an investment firm.

That's why CGladstone’s program as
well gets such a high number of leads
and why such a high proportion of
leads are converted into sales. As many
as 1.781 leads per week have resulted
from Today’s Business. Cost of the
program: $120 a uight for time
{WOR) ; $60 for Gladstone: about $12
a night for teletype charges.

The commercials on the program are
rotated regularly; the agency writes
two new ones each week. Commercials
for mutual fund investing are seldom
used by Bache because so many re-
strictions must be incorporated in the
text that it’s practically impossible to
get a compelling seript.

Among the items offered as give-
aways in Bache commercials have been
lists of stocks paying up to 99 divi-
dends. booklets of questions people ask
about stocks, hsts of lower-priced
stocks, and booklets about various in-
dustries. Tyvpical of the latter type of
booklet is one described in a commer-
cial last month. Here’s how part of
it ran:

“A word from Bache & Company, a
leading investinent firm <ince 1879 . . .
One phase of American enterprise
which appears todav to be on the
threshold of a tremendous future is
the helicopter industry. The wide-
spread use of helicopters in Korea has
greatly stimulated demand for this type
of aircraft and present indications are
that this growth trend will continue.
In a new <pecial study. the Research
Department of Bache & Company has
considered the helicopter industry as a
whole . . . and has also reported on six
individual companies . . . from the old-
est and largest to some of the newest.

. . For a free copy of this special
Bache & Company report, write fo-
night to me, Henry Gladstone. care of
WOR. Box G, New York. . . .”

Requests for these booklets are for-
warded to Bache and. a few days after
the mailing, a salesman makes a per-
sonal call on the prospect. Conversion
rates are pretty hush-hush, but it is
known that the cost-per-lead is lower

| ' than any other medium used and the
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gives you the lowest cost
per thousand radio homes

in Los Angeles ¥ NETWORK OR LOCAL
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conversion-to-sale rate of WOR leads is
comparable to the financial section of
The New York Times.

So the trick then is to get a more or
less pre-conditioned audience. As How-
ard Liebl told spoxsor: “Today’s Busi-
ness has delivered a selective audience
hut a responsive one. and the mail
count has been consistently high. We
feel that it fulfills a real need in in-
forming the public of the progress of
finance and business. Many listeners
of Today’s Business are buying securi-
ties for the first time—through Bache
& Company.”

Other security dealers have not been
caught napping (see “Stocks on the
air.” spoNsoR. 28 July 1952). They
realize that through an educational
campaign they can get at a large num-
her of people who formerly looked at
the stock market with suspicion or dis-
trust. A Brookings Institution stud
showed that at the end of 1951 there
were 06.490.000 shareholders in the
US. of which 1.220.000 individual
shareholders were members of family
groups with annual incomes of less
than $4,000. So the potential is huge.

Among other brokers using radio
have been Ira Haupt & Co. (through
Albert Frank-Guenther Law), which

has used WHLL, Hemmpstead, L. 1. for
over a year to air a public service ty pe
of <how called News and Views.

Kidder. Peabody & Co. (agency is
Doremus § Co.) has used a number of
programs on WOR (Your Money at
Work, Barbara Welles) and is current-
ly using a five-minute taped program
on Saturday mornings called The Key
(to prudent investing). Kidder, Pea-
body specializes in mutual funds invest-
ing and plans to use The Key on WHLI
and probably in all cities in which the
firn1 haz branch offices. And since the
program deals exclustvely with mutual
funds, it is planned to sell open-end
versions of the show to other mutual
fund dealers throughout the country.

Doremus & Co.’s radio and TV direc-
tor. Ed Rooney. trekked up to Roches-
ter recently to handle a radio and TV
campaign for Calvin Bullock. a mutual
funds dealer. Campaign will concen-
trate on Canadian Funds (a mutual
fund) and is scheduled to use 20 an-
nouncements a week on WHEC, L.D.’s
on WHAM-TV. and newspapers. Slides
will be supplied to local dealers so
they can tie in with the Canadian
Funds’ three-week promotion.

There is a definite undercurrent of
change in the air. The fact that 607

It's So Easy to Listen

to WBNS

Central Ohioans set
their dials at WBNS
and relax. More Central
Ohio people listen to
WBNS than any other
station. Popular staff
personalities, plus top
CBS programs add up
to the 20 top-rated pro-
grams and hour after
hour of listening pleas-
ure. Sponsors profit
more when they reach
this big audience of
steady listeners.

CBS for CENTRAL OHIO |

68

COLUMBUS, OHIO

of Kidder. Peabody’s sales of mutual
funds come from women has not gone
unnoticed. Use of the Barbara W elles
Show, a daytime women’s program,
pulled abont 100 inquiries per com:-
mercial announcement.

It's a well-known fact that women
own more than half the common stock
in the country. How much influence
they wield over this stock is subject to
debate: manv people feel that control
of this stock is exercised by male coun-
selors. lawyvers. and brokers. But it is
true that more and more wives are
participating in family investment de-
cistons today.

The more progressive brokers (nota-
bly Merrill Lynch. Pierce. Fenner &
Beane) have conducted investment clin-
ics for women that have drawn packed
houses. A fashion show worked out by
Bache & Co. in conjunction with Saks
Fifth Avenue attracted such a crowd
(despite a downpour) that it had to
be repeated twice. Many brokerage

* * * * * * * *

¢¢Through the years, radio hasx pro-
dueed more statistics, and a greater
variety of them, than any other adver-
tising medium—perhaps as much as all
other media put together. Unfortunate-
Iv, the great mass of radio’s researeh
has been distinguished only for its
quantity., The true funetion of media
research is to make the medium easy
to understand, and to provide clues to
its most effeetive use. Radio’s research
has failed utterly to achieve either of
these objeetives.??
VICTOR A. SHOLIS
Vice President, dir. radio-TV
WHAS, Louisrille. Kv.

* * * * * * * *

houses have added a female sales force
to overcome the false impressions of
potential customers who harbor the no-
tion that customers’ rooms in a bro-
ker’s office are closely akin to saloons
circa 1900.

But two trends definitely can be
looked for: (1) greater use of women’s
shows; (2) more TV when a suitable
format is found.

One reason Bache has held back on
TV is that people’s response to invest-
ment advertising is closely tied up with
market conditions. People new to the
market seem interested only when the
market is rising, which is not the case
at the present time. So when the stock
market gets “hot” again, watch for a
host of video tubes to be carrving mes.
sages urging investors to take their
money out of cold storage and put it

into common stocks and mutual funds.
* & K
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NBC STUDY

tCoutinued from page L1

research, under whose direction the
<tudy was conducted,

The market nsed in NBC'S atudy was
the Quad-Citv area: Davenport, lowaz
Moline, Rock I-land, and Fast Mo-
line. UL “We selected this area for
study becanse we wanted a typieal,
wedinmesized market, preferably in the
Middle West,” the NBC study states.

The first wave of interviewing took
place in February 1952 among the
same  respondents interviewed in o the
market for NBC's study of radio sales
effectiveness  (which was released in
fall 19521, The second wave of inter-
views with the same people took place
k3 weeks later in May.

Time clapsing between conclusion of
interviews last spring and release of
the study this month was necessary for
tabulation - which gives you some idea
of the complexity of the statistical prob-
lem in this kind of study.

Cost of last fall's radio effectiveness
study and the present brand-switching
report was $130.000. shared about
equally between them. For all five of
its sales effectiveness studies tinclud-
ing Hofs:ra studies 1 and 2. a summer-
time TV study, the radio study, and the
brand-switching studyv) NBC has spent
about £500,000.

Jolm K. Herbert, NBC vice presi-
dent in charge of TV networks. told
~PoNsOR: "We feel it’s the responsibili-
tv of leadership to throw light on how
well television as a medium works,
That’s what lie< behind our poliev of
making these facts available 1o adver-
ti<ers, agencies. and the industry.”

Sampling and field work for the
brand-switching study were done by
the research firm of W, R, Simmons A
Associates. Theyv used a strict proba-
bility sample. conducted interviews in
over 300 different sampling areas or
clusters. This was to a~cure coverage of
every type of neighborhood. \liogether.
1881 homes were interviewed in Feb-
ruary and reinterviewed in Mav. (Ae-
tuallv. Simmons interviewed about
5.000 homes in February. then succeed-
ed in reinterviewing 91 of them or
4.881. This is censidered an outstand-
ingly high percentage by researchmen
and as many as eight call-backs were
necessary to achieve it.)

Savs NBC of the interviewing: “The
fact that close to 5.000 families were
interviewed out of a total of =ome
70.000 in the area means that almost
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"Now I'll REALLY

knock 'em dead!”

In Kentucky radio you can overdo a good thing. You can “cut
the cloth” so big that your waste and overlapping get absurd —
because more than half of Kentucky’'s sales are made in the
25-county Louisville Trading Area, alone!

Here in this one concentrated area occur 55.3°0 of Kentucky’s total retasl
sales, 59.85¢ of its drug sales and 51.3° ¢ of its food sales!

5000-watt WAVE is powered, priced and programmed for the
Louisville Trading Area alone; and WAVE delivers it intact, with
no waste circulation. To cover the rest of Kentucky, you need
many of the State’s other 50 stations.

Enough said! Ask your Free & Peters Colonel for WAVE

availabilities, soon.
.. WAVE
NBC AFFILIATE ¢ LO“'SVILLE

Free & Peters, Inc.. Exclusive National Representatites
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TOPS 66 STATIONS
on Premium OQffer

KMA once more was in FIRST
PLACE in the vesult sheet dis-
tributed by Tidy House products
on their recent premium offer of a
Plastic Storage Bag for 50c¢ and a
Shina Di<h boxtop.

The offer wa~ run over 66 radio
stations beiween April 6 through
Mav 2. a period of only 26 days
and only 21 lroadcasts. KMA
pulled in 6072 premium orders to
end up champ again. and at a
cost-per-order of only 2c.

If it's results you are looking for.
place your message on KMA . . .

the station with the loyal, respon-
sive audience.

KMA

SHENANDOAH, IOWA

Represented by

EDWARD PETRY & CO.. INC.

=
KMA

N
aM STATIO
M MARKET

in the E‘l,_— _"\e-So.l\
Ch-hom »

iy o within KMA'S

ur area.

[ fiv

. terne’
M|d-WeS time conto

v, Mv. 42y
#1950 Census

Under Managementi of

MAY BROADCASTING CO.

Shenandoah, lowa
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| «ne out of every 14 homes was sam-
pled. This represents a very compre-
hensive and  accurate  cross-section
which lends a high degree of statistical
| reliabihity to the findings.”

Interviewers ~ought information on
product use as well as viewing of spe-
cific sponsored TV programs. (The
inarket has two TV stations which car-
ry programs of all four networks.)
There were 42 brands advertised on
TV, 41 non-TV brands studied. The
45 TV programs studied included high
and low-cost shows on all four net-
works and local programs as well
There were 18 product categories in-

| cluding beer, cigarettes, cleansers, soap,
dentifrices, Adult men and women
heads of households were interviewed.

Basic discovery of the study about
huying patterns is that brand switch-
ing is incessant with a constant stream
of customers turning to and away from
any given product. Here’s the way
\BC describes it:

“As one might expect. the over-all
customer level for most brands did not
appear to fluctuate greatly between
February and May. . . . But if we look
at the actual composition of the cus-
tomer group, we find that the customer
flow for the average of all 86 brands
(TV and non-TV), was practically a

torrent. Here’s the arithmetic of the
switching. taking the number of Feb-
ruary customers as 100,

February  customers . . 100
Lebruay customers not buving in May (lost) 49

February customers still buying in May (loval) 51
May customers who did not buy in Feb. (new) 49

Customers in May (loyal plus new) 100

“Within the span of three months,
the average brand lost almost half its
customers. What maintained the brand
was the fact that 49 people who had not
been buying in February had flowed
into the customer stream and were buy-
ing it in May. . ..”

The moral of the NBC study is that
television can be a primary force in
shaping the direction of this brand
switching. v

To make the study’s conclusions eas-
ier to grasp. NBC relected one of the
brands under studv as a “theme
brand.” Iigures for this brand are
representative of rezults in the eutire
studv. Here are some of the highlights
about this brand. which is described as
a cleanser advertised on a Sunday eve-
ning high-cost varieiyv <how.

f. Of tho:e women interviewed who
switched to this bhrand hetween Feb-
ruary and VMayv. 72¢, had =een it ad-

vertised on television programs.

2. Picking the data up at the other
end of the stick, of those who began
viewing the program on which this is
advertised. 21.5°7 began huying the
product. Of those who did not view
the program, 15.3% began buying.
This 13.3°¢ i= what NBC terms the
normal “new customer ecxpectancy.”
The difference between 15.3% and
21.57 is the percentage of new cus-
tomers attributable to  television
(407 ).

3. NBC next describes the opposite
situation — what happens when the
viewer stops tuning the show. Among
those in the three-month period who

stopped viewing the Sunday show,

20.2% stopped buying. During the
came period 14.1°7 of the non-viewers
stopped buving the brand. Comparison
of these two percentages shows that
there were 43¢ more lost customers
among the ex-viewers than among
those who hadnt been viewers at all.
Warns the study: “So if exposure
ceases, television ‘takes back™ the buy-
ers it had previously poured into the
brand’s custonier stream.”

4. \BC’s final statistical analyzis
concerns those who continue viewing
the program. It found the ‘continue
viewing’ group contained 39.17 who
also continued to buy the cleanser. But
non-viewers contained only 23.77% who
continued buving. That is, there were
657 more loval customers among the
‘continue viewing group.

The four statistical situations de-
scribed above are expressed this way
by NBC:

e When they switch. they switch
to brands they've seen advertised on
TV.

e If they begin viewing. they begin
buying.

e If they stop viewing. they stop
buving.

e If they continue viewing. they
continue huving.

The preliminary report of the study
includes figures for many brands in
addition to the cleanser. But in each
case results vield the same conclusions

~whether the program involved is
high or low cost, whether the brand is
well e-tablished or struggling. A com-
plete report on the study including
charts will be made available to the in-
dustry within a few week~. The prelim-
inarv report is available now.

The advertizers whose brands were
studied by \BC will be given reports
privately over the next few weeks as to
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LGow their omn products farved.
seranson ashed a vumber of agenes

media and nen they

would use the new NBC <tudy. Here

research hiow
are some of the answers:

F. Fhis presentation will Lecome
part of the mnomnition to be used the
nest time we have a new client we're
tving o sell on using television for
the first time,”

2. “Onr ageney
three]l won't need this o dealing with
our group of TVewise elients. But the

one of the top

ageney with client< who are using TV
the “magazine-inser-
be able 1o

in a <mall way
tion” tvpe of client will
show them the advantages of increas-
ing their schedules.”

3. “I'he next time one of our clients
complains about the high cost of tele-
vision, we'll find this study w-cful in
mar<halling evidence on why he can’y
aflford to get ont of television.”

Tom Coflin. NBC manager
search and the man directly in charee
of NBC's series of ~ales effectivencss

u[ re-

studies, had these comments on the
purpose of the study:

“The studv demonstrates with facis
and fizures what people have known
intuitively but which ~ometimes they
lose faith in or get cold feet about.
We've proved something that advertis-
mg men seldom have an opportunits
to demonstrate in the course of their
day-to-day work. It gives n~ all a re-
affirmation of confidence.”

Collin was chairman of the depart.
ment of psichology at Iolstra Col-
lege. Long Ixland. before he came to
ABC in 1950, He says this about criti-
cism of the research technigue used in
NBC media effectiveness studies or anv
media effectiveness te-ts:

“I am deeply interested in pure the-
ory and have tried to put it into use..
Weve tested bias. Weve put aside
money for methodological tests along
every step of the way. But you can
argue methods forever. In the long
tan you must do something that’s fea-
sible.  Research. to be useful. wmust
move forward with the hest tools that
are available. while striving alwavs to
improve them.”

On page 45 vou'll find Hugh Beville's
and Tom Coffin’s veplies to questions on
methods used in the latest study. in-
cluding vebuttal from them of the cun-
tention that it may not have been T\
alone which inlluenced purchase. For
a complete analysis of media research
methods, sce part 7 of sroxsors All-
Media Study on page 38. S
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MEN, MONEY

tContinued from page 200

Taday there ave over THO milliom
radio et~

And we make a prediction for the
1953751 Wil television
program costs punching holes o the
roofs, with Milton Berle packaged at
SHO,000 per performance, Sid Caesar
on the tab for 825,000, Imogene Coeu
for 815,000, and so on, ad iuferno,

lll( sdne price ags on radio pPrograms

season  of

are going to seem mighty business-like
to some dazed ~pon<ors.

Here's a e heek-hist af cwreent yadio
proguane- tand ne |ni4'c'~l which the

nets arve oflering adsertisers:
1111
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\

\

(

/

fi

)

i

(

19 chapters by 19 specialists

elevist

o ¢

ADVERTISING/

PRODUCTION

HANDBOOK

B8Y IRVING SETTEL, NORMAN GLENN AND ASSOCIATES
With an introduction by Bernard C. Duffy, president of BBD&O

QOuilslanding authorities give you their
years of *know-how” in this thorough
and up-to-date new guide to the adver-
tising and production phases
of television.

480 pages jam-packed with vital facts

Here are just a few of the essential things
you will find in this book: how to choose
the right TV station for your product; how
a TV show should be written; suecessful
mail-order advertising on TV; getting
publicity for TV stations and shows; how
to use premiums effectively on television;
etc. 69 illustrations, eharts and graphs
make every point lucid and easy-to-grasp
at onee. There are, in addition, helpful
appendices which give you a complete
dietionary of TV terms, the Television
Code, an explanation of how television
works, and many practical visual aids you
may use in your work.

MAIL THIS COUPON TODAY
THOMAS Y. CROWELL COMPANY, Deg&S-7
432 Fourth Avenue, New York 16, N, Y.

Please send me ......... ... copies of TELEVISION
ADVERTISING AND PRODUCTION
BOOK. 1 enclose check or money order.

Contributors are acknowledged leaders
_in thelr fields

20 experts write on the phases of television
for which they are noted: Robert J. Wade
discusses “Staging”; Milo Frank — “Cast-
ing”; Ann Howard Bailey — "Dramatic
Writing”; Bill Todman — “Selling a TV
Package”; Walter A. Lowen—"Personnel”;
Allen H. Kalmus — “Publicity™; Stocklon
Helffrich—"Censorship”; and many others.

Ilere is a "how-to” book that will be read
and re-read, that will be kept at hand as
a necessary reference book for all who
work in TV or related fields. $6.00

The outhars
IRVING SETTEL 1« Sales Promotlon Con-
sultant, Dumont Television Network Fllm
Syndication; Advertlsing Maneger of Cone
cord’s Ine.y and Instrucior In Radle end
TY at Pace Collexe.
NORMAN GLENN s Editor and Publisher ot

the muazazine SIPONSOR.

HTAND-

City cvvevvcnviinnnneeinseenensn.ONE e, State ..veeennenn.
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Not horological; we mean the kind
of attention accorded TV in a new ®
[ ] market, the kind KVTV merits from
its viewers in 32 lJowa. S, Dak. and
Nebraska counties. For buymanship, ®
® seve Katz,
o

KV/U"

®
&
o Sioux City, lowa
®  CBs, NBC, ABC & DuMont  ©
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THE TELEVISION
PICTURE IS CLEAR
IN BALTIMORE

"“"More advertisers spend
P

more dollars on WBAL-
TV than any other Balti-
more station.” You ought

to find out why!

WBAL-TV

NBC IN MARYLAND

Nationally Represented by
EDWARD PETRY & CO.
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AMERICAN MACHINE

(Continued from page 43)

products are better . . . by design!”

To test the reaction of both its em-
ployees and of its subsidiaries to the
Omnibus program. AMF’s public rela-
trions department sent out a posteard
questionnaire to some 7.600 AMF em-
ployees. The questions were keved to
getting eniployee reaction to Omnibus
and brought the following result: Over
two-thirds of the respondents indicated
that they thought the program to be
either “excellent” or “good.”

Growth of AMF’s over-all advertis-
ing budget since 1951 is another indi-
cation of the firm’s determination to
make itz trademark 1more widely
known. In 1951 AMF’s over-all adver-
tising budget (including that of its
subsidiaries) was $900,000: by 1952,
this figure had grown to $1.4 million;
and in 1953, the over-all budget rose
to &2 million.

Each AMF product line has itz own

advertising program. the appropriation

being determined by the board of di-
rectors of the particular AMF subsid-
iarv, division, or product group gen-
eral manager. In a number of in-
stances the parent company has helped
subsidiartes by underwriting a strong
advertising campaign in various con-
sumer and industrial media. For ex-
ample. in 1953 the parent company set
aside the sum of 8435,000 divided as
follows:

For Roadmaster Bicycles, $134,000:
DeWalt Power Shop, $160,000; Junior
Vehicles. $66.000; Pinspotter, $75,000.

This is over and above their regular
advertising budget and the consider-
able number of Omnibus commercials
allotted to AMF consumer products.

AMF’s projected 26 weeks on the
program will cost a total of $900,000
for time and talent. or $17.500 for
production and talent costs per show.
compared with last year's 500,000 to-
tal (513.000 for production and talent
costs per show). In addition AMF
will spend over $100.000 on film com-
mercials, which will bring its TV ex-
penditure this coming year to over
$1,000,000. AMF and the other three
sponsors will each get four five-minute
docunientartes plus 20 two-minute com-
mercials on the show.

AMF carried out a heavy merchan-
dising effort to insure its half-million
dollar investment in Omnibus. Every
week. during the run of the program.
AMF placed full-column ads in Time.

Newsweek, and U.S. News and World
Report plugging that week’s Omnibus
program. It was the only Omnibus
sponsor to carry out this heavy pro-
motion of the features of the program
on a national basis. This magazine ad-
vertising keyed to AMF’s spousorship
of the program cost the firm $63,000.

All of AMF’s trade press advertising
during this period mentioned the Om-
nibus show. Furthermore, the subsid-
taries did their own merchandising of
the particular Omnibus program on
which they were to be mentioned. This
subsidjary-merchandising effort ranged
from telegrams to individual dealers
inviting them to tune in on a particular
Sunday, to special mailings to jobbers,
dealers. distributors. and manufacturer
representatives telling them about Om-
nibus in general.

Spectal stickers nientioning Omni-
bus as well as an Omnibus postage me-
ter indicia have become part of AMF’s
daily promotion of its TV program.
Further plans for promoting AMF’s
1953-1954 season on Omnibus have not
vet been formulated: however, savs
Victor Ancona. AMF’s advertising
manager: “It’s safe to say that we will
again promote Omnibus through strong
merchandising of our own, first of all.
because it paid off last year. secondly.
because it doesn’t make sense to keep
quiet about sponsoring a £3.5 million
prestige TV show.”

The 4:30 to 6:00 p.m. Sunday show
(new time: 5:00 to 6:30 p.m.) started
as an experiment conducted by the
Ford Foundation TV-Radio Workshop
in developing Detter television pro-
graming and entertainment. Its for-
mat, during each 90-minute run. re-
mained completely flexible. devoting to
each presentation the plaving time that
it seemed to require. Its presentations
ranged from five-minute science docu-
mentaries to full-length 90-minute op-
era performances. such as Die Fleder-
maus, La Boheme, also special ballet
or symphonv  performances inter-
spersed with dramas by top play-
wrights.

The conmmiercials as well a= the five-
minute documentariesx apportioned to
each sponsor were kept on a level with

WANT A DIFFERENT TV SHOW?

Popular, well rated, entertaining?

The Sportsman’s Club

52 great 15 minute hunting, fishing and out-
door panel shows. Write for audition prints.
SYNDICATED FILMS
1022 Forbes Street Phone: EXpress 1-1355
Pittsburgh 19, Pa.

SPONSOR

|




the enltural progeaming of Omunibus.
Hard-sell technigque was conspicnons

AWM conmer.
fis esumnute

by it~ absence from
cials, A~ for the
mentaries, these were snpervised by
the which worked

docu.
Ford Foundation,
with the parvticnlin sponsar shose tnrn
it was to have @ five-minute documens-
tary
subject matter. The Ford Foundation

on ~electing and presenting the

then farmed the documentaries out to
independent producers specifically.

Transfilm. Wildine.  and  Princeton
Fibm Center.

During the 1933-1951 season. \\MF
i cooperation with its ageney, Fleteh-
er D, Richards (Tom Young Jr. is
A oL will present outlines for its four
documentaries to the Fard Foundation.
which, in thm. has set up it= own filn

unit to carry out the production.

\ME's tentative schedule for these
documentaries indicates the type of
cducational effort about American in-
dustries that these five-minute films
represent: Bowling. as a family sport.
will be the first one to be featured
indirectly plugging AMI's Pinspotters
Division. Next will be a film on home
maintenance. with stress on woodwork-
ing, to show the various applications
and uvses for AMF's DeWah Power
Shop. Third. probably at the end of
January. theve will be a feature about
the tobacco iudustry. or ome phase of
it. to tie in with the tobacco processing
equipment which AMF produces. Last-
Iv. at the end of February. a five-min-
ate documentary will show aspects of
the baking industry. to acquaint the
public with AMF’s bakery machinery.

i During the 1952-1933 season, \MF
shared spousor=hip with: Willys-Over-
land (Ewell & Thurber) which hought
the show sight unseen for its full 206.
week run to further the prestige appeal
of its low-priced cars: Remington Rand
tLeeford Advertising \gency) which
bought in for 23 weecks hecause it con-
sidered Omnibus a readv-made show
with a good fellowing before which the
firm could demonstrate itz electric
shaver: Scott Paper Co. (], Walter
Thompsou) for 20 weeks: Grevhound
Corp. (Beanmont & Hohman) for 18
weeks,

First of the five 1953 sponsors to
sign on for the <econd vear of Omni.
bus. AMF was followed v Scott Paper
Co. tsee “Why Scott Paper Co. spends
33 million for three TV programs.”
SPONSOR. 1 June 1953. page 30) and
the Grevhound Corp.. which is renew-
ing its first plunge into network TV
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with an additional budget appropna-
tion this vear,

\thongh  Howard A0 Reid, \MF
General Products Group adseitising
and <ales promotion manager, refered
to Omnibus a< having produced an
“amazingly high conversion to sales of
the inguiries on the DeMWalt booklet,”
it i~ dithenlt to ran down the snecess
of the program in terms of AME over-
all sales figures for two reason~: (1)
the first <ix month< of 1953 have not
vel been tabulated: 120 a lnrg.-(- propor-
tion of \MI sales inereases are dne to
government contracts, The rapid ex.
pansion of \MF can he <een from the
jump in <ales from <32.507.000 in J95)

3rd of a series

TV

to X100.273.000 w0 1952, However,

1952, Inlhings wder the govermnent

nihitanry procurement  progran
('l('a\('(l nmaoare lllilll (8 ] ¢
times. zeconntinge for 51

<ales, it re t

panics accounted for tal
WM today. has 16 "

tinuing it~ process of diversified o
pansion in type of products prodnee
Manofacturer of electronie and me-

\\M T

i~ the world™s larcest manufacturer of

1 . . . TRy
"llilll“'{ll ('(Inll)lll"lll since ),

tobacco machinery. specializing in bak-
g equipment. such as ovens, niivers

o

(Please turn to page 8

IN MIAMI'S TV MARKET

Now 26th among the nation’s
metropolitan retail areas.

THE SOUTH'S FASTEST-GROWING
MARKET INCLUDES 825,000 PER-
MANENT YEAR
DENTS SPENDING $47,600,000. in
Drug Sales*

'ROUND RESI-

FOR THE ENTIRE AMAZING SOUTH FLORIDA TV SALES
STORY CALL YOUR FREE & PETERS COLONEL TODAY

<

MIAMI

® FIRST RESEARCH CORP, of Florido

Now Under Construction — 1000 FT.
ANTENNA — 100,000 WATTS
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Look hats ooolung
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1] — = BEAMING
34,000 SQ. FT. s ‘ o
S OF STUDIO | CBS
AND STATION j TELEVISION MORE THAN
FLOOR SPACE | NETWORK 175,000
5 YEARS OF : : — } TV FAMILIES
ANTENNA ] PLANNING ==t | MAXIMUM POWER -
, --=1: D —
2380 FT. | STUDY  ~ _- |- APPROVED ——— -
COVE DENVER | TRAINING | -— "] 316,000 WATTS
ae AIR NOVEMmg,

e -~

Our staff has gone all out to cook up the

best advertising buy in the Denver market—
KLZ-TV! Look at the ingredients they've used,
ond you'll see why KLZ-TV will dominate tele-
vision enfertoinment in the Denver orea...will
be the preferred station of this important urban
and rural TV oudience. With 32 years season-
ing in showmanship rodio, KLZ-TV will go on
the air with a top-performonce operofion,
stoffed with a highly-trained crew. For best
coverage of the rich Denver markef, put KLZ-TV

on your schedule.

CHANNEL 7
CBS TELEVISION . DENVER

/

SPONSOR

ALADDIN RADIO AND TELEVISION, INC. » See Your KATZ Man




1953

MONDAY

hur Godfrey”
w Crop. Mxn;
1 Cellucotton
& alt das

sens-Corning,

ir-Kist Tuna,
D alt das

ever Bros:
pepsodent

m.w
tann-Erickson

Isbury Mills:
lour, mlxes
m-th
Burnett

| Buy That
w-f

rike It Rich
lgate: tthpst;
, super suds,
Imotive, fab,
ajax
Lj

m,w,f
¥ $8000 !

fde & Greom

. Mls® blcokt
Y mwt L
5, KR $15,000(
- SUR AT A
ove of Life
er Home Pr

w $6000
rch for Tom’w
P&G: joyt

Y m-f I,
w $6500 |
tlding Light
G: ivory. duzt
Y m-f

1t §10,000

N0 network
srogramlng
m-f

iarry Moore
m-f

Yhr $2038 |
e

Double or
Nothing

mpbell Soup

Y L

m-w-f

rd
ezlock  $8000

& Linkletter
ever: surf

Iy mwt 1L
r__ (see bel)
sbury  Mlills:
lour, mizxes

iy ex-th L
1 hr $4000

Blg Payoff

olgate: fabh,
orophyli tth-
i, _cashmr bat

X mw! L
sus tu,th)
Y $12,000
Action In

ie Afternoon
estern drama
la mf L

15min: $1350
Yehr: $3200 .

mmer School
L

No network
programing
m-f

No ‘network
programing
m-f

seBs available;
see cost below)

rybutol, juvenal
10Cinc

KFCC

Ding Dong
School
Ch m-f
(sponsored tu,
No network
programing
all wk

Glamour Girl
Hy m-f

. Hawkins Falls
.Ch m-{

The Bennetts

No network UV ;L
programlng
m-f
TBA

No network
programing
all wk

No network
programing
m-f

No network
programing
m-f

Ne network
programing
m-f

No network No network

programing programing
m-f m-f
Break the Bank
Paul Dlxon €0-0p
Show m-{ 3-3:30
m-f 3-4 NY L
(Participating (Imln anncts,

Yihrs available)

.Welcome Trav'irs
Ekco Prods:
kitchenware

L 61Ch altm 491,

m 3:43-55 seg DFS (see bel)

P&G: Dprell¥
61Ch 51L
3:45-4

10min: m-f 3:4:
$376.76 Biow Yihr $1200

Vitamin Corp:

0On Your Account .

INY m-f L
stis m, th
No network
programing
m-f
Ladies Cholee
Hy m-f
Atom Squad
Phlla mf L
p =
Gabby Hayes
Quaker Oats
|32NY m.f 30L
No network Per ptog:
prograr;ling | S&M $3500
m-

Howdy Doody
Standard Brands:
royal puddings,
gelatlh
53NY 48L
m,th 5:45-6

Bates %hr $1580

No network
programing
m-{

No network
programing
m-f

No network
programing
m-f

No network
programing
m-{

No network
programing
m-{

No network
prograniing

No network
Programing
m-f{

No network
programing
m-f

TV COMPARAGRAPH OF NETWORK PR

TUESDAY

Arthur  Godfrey*®
Snow Crop. Mxn;
Int’l Celiucotton
FC&B alt das

' Owens-Corning,
FSR

Star-Kist Tuna,
R

No network
&0 alt das prograniing

all wk

Geuneral Mtrs:

Frigldaire Div
tu.th

FC&B

Plllshury  Mills:

' flours, milxes
m-th

Leo Burnett

I’ll Buy That
NY m-f L

No network

programing
m-f
Strike It Rich
m-f
sus tu.th
TBA

Love of Life
Amer Home Pr
¢ m-f (see mon)

. No network
Biow

ik — programing

Search for Tom'w all wk
P&G: joyt

m-f (see mon)

Biow

Gulding Light
P&G: ivory, duzt
m-f (see mon)
Compton
i

Neo  network
programing
m-f

No network
programing
Garry Moore LR
Pillsbury  Mills:
ballard hlscuits
48NY L
tu 1:;15-2 seg

C-M %hr §2038

Freedom Rings
Westinghouse:
appllances, TV,
radio sets, tur-
bojet plane mtrs

85NY tu,th L
FSR $6000 - No network
Art Linkletter nrogll;]a_l;nng
Kellogg: all pr
28Hy )
L8 tu 2:30-45
Pillsbury Mills
exc th 2:45-3
LB Yhr $4000
Big Payoff
- m- Paul Dixsn
NY sustuth L Show
m-f 3-4
10Cine
S N (Partlclpating
segments avail-
Action (n able)
the Afterroon
m-f
-Phila
(see mon)
For 10min:
$376.76

No network No network
programing programing
m-f m-f

No network
programing
m-f

No network
programlng
m-f

Ding Deong
School
Minnesota
Mining & Mifg:
scotch tape
Cl tu onl I

BBODD !;hr $985

Glamour Girl

Iy m-f
?

Hawkins Falls
L

Ch m-f
The Bennetts
h m-{ L
TBA

No network
programing
m-f

No network
programing
wn-f

No netuwork
programing
m-f

Break the Bank
t0-0p
NY m-f3-3:30 L.
{1min anncts.
Yihrs avallable)

Welcome Trav’irs
P&G: prell,
ivory snowt

m-th 3:15-4 seg
(see non)

DFsS

On Your Account
P&G: tide
B2NY L
tu,w.f

‘Benton & Bowles

Ladies Choice
Hy m-f L

Atom Squad
Phlla m-f

Gabby Hayes
NY m-f L
sus tu
Howdy Doedy
Kellogg Co.
rice Erispiest
48NY 44L

LB (see bei)
tu,th 56045

Coigate: tthpst
5INY 65:45-6 48L

Bates % hr $1550

No uetwurk
programing
m-f

No netwark
programing
w-f

No network
programing
m-{

No network
programing
m-f

No network
programing
m-f

No network
programing
m-f

Na network
programing
m-f

No network
programing
m-f

WEDNESDAY

Arthur Godfrey®
sgow Crop, Mxn;
Int't Celiucotton
FC&B alt das:

Owens- Corning,
S

F
;!al‘-l\lﬂ Tuna. No network

&D_ altdas,  rooraming
Lever Bros: all wk
pepsodent

m.w
McCann-Erickson

Pillsbury  Mills:

flour, mixes
m-th
Leo Burnett

1’1l Buy That
NY m-§

No network
— programing
m-f

Strike It Rich
Colgate
in.w.f

(see mon)

Esty

Bride & Groom
General MIlls
m,w.{ (see mOK}
DFS, K-R
Leove of Life
Amer 1llome Prj
m-f (see mon)

Blow

Search for Tom'w.
P&G. joyt
m-f (see mon)
Blow
Guiding Llght
P&G: vory. duzi
m-f (gee mon)
Compton

No petwork
programing
all wk

No network

programing
m-f
No network

- programing
Garry Moore m-{
Purex Corp:
bleaches, clnrs

J [}

ANY
w 1:30-45 pm

Yehri

FC&R $2038

Double or Noth’g
Campbell Soup
m,w,f (see mon)

Ward wheelock oNnevorc

programing
Art Linkletter m-f
Lever: surf
m,w.th 2.30-45
Ayer
Pillsbury  Mills
exc th 2:45-3
(see mon)
Leo Burnett
BI(? Payoft
olgate
m,w.f Paui Dixon
m-f 3-4
seehuion (Participating
segments avail-
Esty able)
3 10Cinc
Action in
the Afternoen
Phila m-f L
(see mon) .
10-min seg
$376.76

No network No network

programing programing
m-f m-f

No network No network

programing programlng
m-f m-f

Ding Dong
School
Ch m f I
{sponsored 1u,
th.f)

Glamour Glrl

Hawkins Falls
£h m-f L

The Bennetts
Ch m-f

TBA

No network
programing
m-f

Nu network
programing
m-f

No network
programing
m-f

Break the Bank
€0-0p
m-f 3-3:350
oy
(1-min annets, |
% hrs available)

Z

Weleome Trav'lIrs
P&G: prell,
ivory snowy
m-f 3:45-14
{see mon)

DFS

Dn Your Account
P&G: tide
tu, w, f
(see tu)

Benton & Bowles

Ladles Choice
Hy m-f L

Atom Squad
Phila m-t

Gabby Hayes
NY coopw L

Hewdy Doody
Continental Pkg
wonder bread.
hostess cak. ~
NY 29

%hrs
$1550

Bates]

No nc
progr
m

No nc
progr:
m

No ne
progre
m

No ne
Drogr:

No ne
progr:

No n
progr

No n
progr
o

Ne I
prog1
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KTYL-TVix Fisat, .

.. IN ANTENNA HEIGHT: KTYL-TV's towering mountain-top antenna is four
times higher than any other Arizona station

.. IN COVERAGE AREA: KTYL-TV blanketsafat 63.29 of the state’s population
..including all of Metropolitan Phoenix and Central Arizona'

"Bc and DuMont ... INRECEPTION: KTYL-TV's clearer, brighter, sharper picture is received in

(ffiliate for

Phoenix and

entral Arizona

o6 your Avery-Knode! man . . .

areas where other stations don't even register a signal !

..IN PROGRAMMING: KTYL-TV programming is a blend of the best in
network, live and film programs. .. and the fan mailis terrific!

. . IN MERCHANDISING: KTYL-TV Merchandising Department suggests you
contact your Avery-Knodel man for proof of its performance
for national advertisers.

. IN FACILITIES: KTYL-TV Studios are considered the most advanced
Television Center in the Southwest!

or Phone or Wire Collect to KTYL-TV, 2730 N. Central Avenve, (AMherst 6-4485) Phoenix, Arizona
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| AMERICAN MACHINE

(Continued from page 73)

high-speed breadwrappers, roll ma-
chines. and automatic pretzel-forming
machines among other capital goods.

Most  outstanding  outgrowth of
AMF’s participation in Omnibus i~ a
new TV program which the firin has
built around its Automatic Pinspotters,
This Saturday 7:30 to 8:00 pan. show.
Bowling Is Fun, is being tested during
bowling’s off-season {rom 27 June
through 19 September in three Mid-
western markets: the show is done re-
mote {rom a Detroit bowling establizh-
ment and is carried simultaneously by
WBKB. Chicago. WXEL. Cleveland.
and WXYZ-TV. Detroit.

The AMF parent company has al-
lotted $75.000 to this program. As
Frank P. Downey. v.p. and general
manager of AMF’s Pinspotters Divi-
sion. says: ““The main reason for AMF
sponsoring the show is to promote the
came of bowling during the sport’s
normally slow months—the summer
period—and stimulate interest in their
becoming keglers among those who've
never tried it before.” B

NO DOUBLE
SPOTS . ..

We Sell One Thing
at a Time!

NO SECRET
RATES . . .

the other guy never
buys it for less

" ON

\-

W18,
ot N

San Antonio's
Leading
Independent

Nat’l. Rep. John E. Pearson Co.
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' MEDIA STUDY

tContinued from page 10)

tioned only briefly in this article and
will be treated at length later in the
series.

How have the networks fared in their
efforts to prove air advertising sells?

Answer: Not so well, according to
the numerous experts SPONSOR inter-
viewed. (Ore cynical advertiser put it
this way: “It’s hard enough to find out
whether any advertising sells, so when
vou try to pinpoint it to a single e-
dium, vou're only compounding a fel-
omy and making vour research job
doubly impossible.”)

Example 1: Back in 1931 CBS com-
missioned Professor Robert F. Elder,
then of Massachusetts Institute of Tech-
nology. to measure sales results of ra-
dio. He sent out 100.000 question-
naires by mail asking people whether
they listened to radio and to note what
products they bought. He tabulated the
14.061 usable returns and concluded in
his report “"Does Radio 3ell Goods?™
( published 1932) that the answer was
“ves'—29.37 more in radio homes
than in non-radio homes.

Example 2: In 1910 CBS spent a

small fortune having Elmo Roper

“Count the Customers.” Roper inter-
viewed 10.000 people from coast to
coast to find out whether people who
listen to CBS programs buy more of
the goods the shows advertised than
those who don’t listen. CBS’ conclu-
sion then: “In every single case—with-

out exception—the number of product. |

users was higher among listeners than
among non-listeners to each CBS pro-

gram . . . higher. on the average, by
s X A
23 .

Example 3: In 1950 \BC -ponsored
its first Hofstra TV study: 3,270 people
in 93 communities in New York City
and Long Island were interviewed: they
were matched according to «ix varia-
bles; 15 TV-advertised and 13 non-
advertised  brands were similarly
matched. NBC’s conclusion: TV set-
owners bought 30.1°7 more of the
average 1V-advertised brand in the
preceding month than non-TV set own-
ers bought.

Example 4: NBC’s second Hofstra
study in 1951 interviewed 5.067 adult
family head= (1.419 of theni in non-
TV homes) in the New York market.
Eight variables were matched: 11 TV
programs were measured and 187 TV
brands checked. Conclusion: “Average

AT TH O OB OB B DGR D R £ OB B OB U UD B 0B 6B MR 0B 0B B W 5

10 NEW TV
NETWORK SHOWS

are now adding the
Nation’s 66th Market!

ALL FOUR NETWORKS

PLUS

Topflight Syndicated Features

PLUS

Live LOCAL Programs

ADD UP YO

“The Real Thing”
in television . . .

- SAGINAW-BAY CITY

MICHIGAN

WKNX-TV

Represented by GILL-PERNA, [INC:
New York — Chlcago
Los Angeles — San Francisco
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//(’ re growing—so were moving. The new place 15 tweice as big.

Il be 1 the neww offices about July 31, Tope vou'll drop in

and sce how vou like them. The address 1s 89th & MADISON
40 . 49th, New York 17. Fhe phone remarns Murray Fill 8-2772.

Other offices are 11 Chicago and os Aneeles.
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Broadcasting
Program Aids

. . . from performance
rizhts in an extensive and
constantly growing onl:llog
of mnsic to a varicety of
heipfal and practical pro-
gramming serviees.
PERFORMINDEX: Conveni-
ent, time-saving catalog
of most-performed BMI-
licensed song titles . . .
inclndes record listings,
MEET THE ARTIST: Refer-
ence volume of vital sta-
tisties on 144 of the na-
tion’s popnlar reeording
artists.
CATEGORICAL INDEX:
Helps yon seleet appro-
priate music for count-
less seript situnations.
These are but a few of

many specific program aids
ia daily use by BMI-liceased

e U,
BROADCAST MUSIC, INC.

580 FIFTH AVE.,, NEW YORK 19
NEW YORK * CHICAGO * HOLLYWOOD

Our 833" antemma has
to bend to fit this space

but it unbends to de-
liver our 100,000 watts
ERP to a potential
audience of 398.700 in
30 Texas, Oklahoma,
and New Mexico coun-

JAVAI
]

ALA

VIV

ties. Availabilities are

available.

A

NVININ/INIVIN TV

<] S
»g

REPRESENTED NATIONALLY BY ]
THE O. L. TAYLOR COMPANY
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-

gain for all packaged products adver-
tised on television  in television homes

is 26,807

Fxample 5: \NBC’s third Hofstra-
type study entitled “NBC Study of Ra-
dio’s Effective Sales Power™ in 1952
tabulated 8.027 interviews, 3.319 of
them in Davenport, lowa, which had
radio and TV, and 2.678 in Fort
Wayne, Ind.. which had radio only.
Fifteen variables were matched, a math-
ematical feat previously unduplicated
in advertising research, which required
an IBM No. 101 Electronie Statistical
Machine to complete. NBC's conclu-
stor: For each of these examples (list-
ed) — daytime or evening — the pro-
gram has shown a positive sales effect,
ranging from 207 1o over 10077 in
buying diflerences between listeners
and matched non-listeners.”

The verdiet of the expert~ inter-
viewed by sPoNsor: All the above stud-
ies proved there were differences in
buying habits between  listeners or
viewers and non-listeners or non-view-
ers. But they did not and could net
prove that these differences were due
to exposure to advertising. Reason:
If thousands of variables influence
sales. how can you match only 15 tin
itsell a mathematical miracle. by the
wav ) and sav these were the importam
ones? The experts answer: You can't.

One network research director pnt
it thix way: “All of these studies were
useful. They uncovered a lot of valu-
able information on radio or TV. Each
also represented a big advance in tech-
nique over the preceding one. But un-
til we find a more scientific way of
measuring sales effectiveness. we aren't
coing to run such tests.”

(After this article was completed
NBC released its new TV study of
brand-switching entitted “Why Sales
Come in Curves.” A total of 9.762 in-
terviews  were made in Davenport.
lowa. and Moline, Roek Island. and
Fast Moline. 1l1l. The same per=on was
interviewed twice three months apart
to determiine his buying-habit and TV-
viewing habit changes—in itself an im-
provement over the previous Hofstra-
tyvpe studies. For a complete report on
this new study. see separate article.
page -1+

Among the 158 media experts inter-
viewed in eight months by sponsor for
its media evaluation series were two

~groups eminently suited for discussing

media rescarch traps: ageney research-
ers and independent researchers. One
cf them said: “We know all about the

traps; we've been in o many of them!™
Their remark~ will be smmmarized in
this article.

To help you. the advertiser. keep out
of traps, the Advertising Research
IFoundation has just come out with its
eight-point “Criteria {or Marketing and
\dhertising Research.” [t was pre-
pared by the AAA Committee on Re-
search composed of Edward Battey
(Compton). Peter Langhofl (Y&R).
David k. Robinson (P’rice, Robinson &
FFrank). reviewed and revised by the
ARF Technical Committee. and offi-
cially approved by the ARF Board of
Directors.

[t applies primarily to quantitative
consumer studies based on samples of
prescribed populations. but the eight
points can guide you in media research
as well. The eight points are: (11 Un-
der what conditions was the study
made? (2) Has the questionnaire been
well designed? (3) Has the interview-
ing been adequately and reliably done?
(4) Has the best sampling plan been
followed? (51 Has the sampling plan
been fully executed? (6) Is the sam-
ple large enough? (7) Was there sys-
tematic control of editing. coding. and
tabulating? (81 Is the interpretation
forthright and logical? (For complete
text, see part 2 of this article next
issue. )

Incidentalhy  the Advertising Re-
search Foundation has spent approxi-
mately $1.750.000 in supervising over
190 studies since 1936 in an effort to
impron e advertizing. according to Man-
aging Director A. W. Lehman. The
ARF now has these five important proj-
ects under wayv. among others: (1} A
studv of printed advertising rating
method<: (2} radio and TV rating
methods: (31 an analvsis of reader-
ship data already collected through the
ARF continuing studies; (41 develop-
ment of economic and marketing data:
(3) an analysis of motivation studies.

What do the researcher~ watch for in
mnedia research and what is their ad-
vice on avoiding pitfall«?

Tips from independent vesearch-
ers: For a detailed. scientific explana-
tion. you should go to any of the nn-
merous books and pamphlets listed in
the Adverti~ing Research Foundation's
new 28-page {4 Short Aunotated Bib-
liography of Marketing and Advertis-
ing Research. Thi- naterial ix grouped
under nine classifications: Sampling.
Que-tionnaire. Construction. Interview-
ing. Fditing. Coding and Tabulating.
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Prepavation of Report, General and

Bibliograpliies, The fiest <in comprise
a nice <oy of the major pitfall<
in advertising research,

Of the 20 hooks fisted in the general
category - spansar found
hielpful: Dr. Landon O, Brown's War-
heting and Distribution Research (hie's
marketing,
searcl at Dancer-Fitzgerald-Sample)

these o~

dircctor of media, ad re-
tdvertising Psvehology and Research
by Dr. Darrell B, Lucas. chairman of
the warketing department, VY UL and
technical director of the \dvertising
Researeh Foandation, and Steuart H.
Britt v.p. and rescarch director, Need-
Iram. Louic & Brorbyv, Chicago.

But the aim of this article i< to give
vou a few pointers from cach of the
experts interviewed et them extract
from their lifetime of experience the
one or Iwo factors which seem most
important to them in research and me-

dia evaluation,

Politz: Pirst is \lfred Politz. president
of his national research organization,
Alfred Politz Research. Ine. The great.
e<t portion of his activity is market
and advertising research for a ciientele
of top advertisers and their agencies.
This research work for media includes
uewspapers and transportation adver-
Politz was the first man to mea-
sure audiences to radio commercials:
he is the central igure in Life’s contro-
versial "\ Study of Feur Media.”
which he spemt 30 month< making.
And his motivation studyv for seven
radio stations represented by the Hen-
vy 1. Christal organization. will soen
be published. So lie’s an expert in all
media. especially print and air.

Politz told sroxsor there were three
chief dangers in media research:

tising.

a. The use of invalid methods.

h. The use of =cientific lingo 10 con-
vey the impression of validity,

c. Emploving a “scientific” method
for a part of the study and nsing it as
glorification of the conclusions which
cannot be supported by the parts.

Here are some Politz examples of
invalid research:

1. You <urvev preferences for three
products and find these results:

Product A s preferred by 407,

Product B is preferred by 23¢, .

Product € is preferved by 32,

You conclnde A iz preferred by more
people than B and C. Thi- can be false.
ax follows: If Ais a portvait and B and
C are landscapes. then more people
mayv prefer landscapes than portraits.
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guestion “Wlicle pre-
vou ke hest?” e
lovers o <phit their votes
aned G0 Netnally the

But the mnve

tnre do {orees
el seape

between B ~ne

can hold trne i all three product< are

nembers ol the <ame cluss: the -
tensity of feelinme can vary <ntheienmh
result.

with

to dead o the <ame misleading

2. You vconfose correlition

cansatiol.

“Of the ad seers. 2070 houglt.
“Of the non-<cers, ¥ bought,
“Therefore sceing the ad increased
purchasing by 127,

i~ wronu hecanse

~ivs Politz.

This.

LW

s it correlation and not  cansal vela-
.
h'-

vead the ad m

tion, wrong bhecanse those who

izhit be
LELERT] (A e

those wlio Liaae
alert, o1 wre
T ey

«een the ad hecanse

1M LT RN
different kinds of ]n'nllh‘ rntire
mizht also have
they had previonsiv bought the pro
et Clhe <ane reasoning applies
conmiecals,

Other exanmples of specions research
as cited by Politz:

3. Yon believe

superior zenerally nnder most cirenm

that owe medinm

stances o another. Politz’s answer:

“Faerv medinm exiss Feeanse it ol

s

The famous Rose Festival tells the world

about the

‘City of Roses.” But it doesn’t

take a festival to scll the secasoned time
buyer on Portland, Oregon. To him it’s
an 1mportant Western market and one
of the nation’s top sixty metropolitan

arcas.

Choice secondary markets, like Yakima,
Washington, are less familiar.

Every year, more national advertisers
select this 200 million dollar Yakima
package as a first choice secondary mar-
ket. They recognize it as the key city of
the Northwest's power industry and one
of the nation’s wealthiest agricultural
regions. They know it as a productive
radio buy that delivers impressive results.

b YAKIMA,

-

R

L G Y iyt
KITE wec s e

THE BRANHAM COMPANY
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fills a need: each supplements the oth-
er. Itit were objectively true that me-
dium A is better than medium B. then
A would destroy B. Evervbody agrees
that everybody violates this rule in di--
cussirg media.
vious that
ability of A over B under certain cir-
cumstances and A might win. but B
niight win over A under a different set
of circumstances.

Says Politz: “Media can be com-

Thus it becomes ob-

we can measure the suit-

pared on the factors they have in com-
mon. One should not. of course. treat
these factors as representing the whole,
if they constitute only a part of the
causes that contribute to the medium’s
effectiveness.

“Media thus can stay in business
only because in general no one is superi-
or to any other. But in certain circum-
stances one can be superior: for ex-
aniple. color and selectability in maga-
zines. motion and therefore unique
demonstrability of products on TV. In
such circunstances it should be worth-
while for the medium to concede an-
other’s superiority. For if the adver-
tiser is misled and tries the medium
under circumstances in which he can-
not succeed and he fails, then all ad
media lose out. Converselv. if we keep
an advertiser alive. all media benefit.”

4. You helieve that the medium alone
influences the sale of a product and
therefore the medium’s effectiveness
can easily bhe measured. Politz savs
this is false for this reason: The me-
diunr’s obligation is to reach people,
but it can’t take on the obligation of
assuring that the message will be heard.
seen. or read. That depends on two
factors with which the medium has
nothing to do: (a) type of product. H
men want to hear about a new car and
not about a new table napkin and there-
fore pay more attention to the comnmer-
cial for the car than for the table nap-
kin. that can’t be held against the me-
dium tin this case, radio}. th) Effect
of copy. This depends oun the advertis-
er. not on the medium. For example,
about the only way a medium can influ-
ence copy 1s by censoring it if it’s un-
ethical. Copy influences belief or con-
viction, and neither belongs to the me-
dium but to the viewer. reader. or
listener. 3o the medium contributes
only a part of the factors that lead a
consumer to make a purchase: It gets
you an audience, but it has nothing to
do with the product or copy. Cau we
then compare media by purchase? “We
definitely can if we keep in mind the

fact that we must relate the iedium to
one specific product with a specific
copy.” savs Politz. (These two diffi-
culties have prevemed any successful
tests of sales effectiveness of networks
\s. magazines or stations vs. newspa-
pers to date, except in the latter case
w hen single products are involved. For
example. the 210-some ARBI tests
SPONSOR.)

5. You can determine why people
buy things. Politz’s answer: “Multiple
causation usually does not make it pos-
sible to discover more than one part of
the motivation and. all the more. only
a part of the causes. To study the role
of advertising from the iinpres=<ions left
by it in the consumer’s conscious or
unconscious mind is useful but incom-
plete. Except for certain types of mail
order business. the greatest portion of
the advertising effect depends on a <ornt
of chain reaction. Person A receives
the advertising nessage and buys the
refrigerator. Person B the re-
frigerator in A’s home and hears com-
plimentary remarks about it and there-
fore buys the refrigerator. Without
the advertising neither A nor B would
have bought. And. vet. there need not
be any conscious or unconscious im-
pression of advertising in the mind of
B. The advertising mechani=in resem-
bles bowling. All 10 pins are kunocked
down but the ball actually hits only
four. 1f one interviews the other six
pins thev will answer truthfully that
they have been knocked down by ad-
jacemt pins and not by the ball. And
vet the ball has to be credited with the
effect of a 10-strike.”

What's the chief scientific rule to
keep in mind then in testing media via
sales? Politz says you must measure
sales before the campaign as well as
after. As in science. you must deter-
mine sales carefully beforehand. intro-
duce your variable—advertising—mea-
sure then again.

And Politz adds this last cautionary
rote: BDon’t survey those customers
who have dropped your brand or prod-
uct and then conclude fronr the results
that if vou redesign vour product to
cvercome their dissatisfaction. vou will
increase vour sales. Every property of
a product attracts some people and
repels some others. Any property that
does not repel some people usually is a
property that alzo does not attract any.
The problem is to get that property
which attracts more than 1t repels.
Therefore. one cannot design a product
by research that is confined either to

sees
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the ones lost or to the present custonn
ers. One can design a product onhy of
the vesearch inchudes all three groups

those who msed to n<e it, those who do
use it, aud those who do not vet use it

Coutant: sponson has already ealled
attention to the fact that Frank R, Cou-
tant, president of Fact Finders \eso-
ciates, New York, listed 150 variables
that affect sales as far back as 1932
(See his “Suggestions for Conducting
1 Frial Sales Test of  \dhverGi-ing
Copy.™ report <submitted to Vnerican
Marketing Societv, New York <ection,
October 1932, page L if yvou can find
it spoasor couldn’t) Some of the
variables, which make mmedia testing
pretty nmuch a matter of chanee rather
than a science: differences in weather.
newspaper activities  of
competitors i1 local markets, dealer ac-
livity, composition of the population of
different eities. and variations in buy-
ing power. You'll undoubtedly be sur-
prised to learn that left handednes< can
influence sales. Today expert~
agree there are thousands of vanables.
not just 150,

circulation,

alzo

Manville: Richard Manville heads his
own national research organization.
Here is his list of pitfalls to beware of
in evaluating media and nsing media
research:

1. Determine cost-per-1.000 custom-
ers, not readers, listeners. or viewers,

2. Don’t believe that all ad ratings
are comparable even if they re done by
the same method. Readership and or
rétings vary considerably by product
more so than by magazines or pro-
grams,

3. Don’t accept glib geuneralizations.
Make the rescarcher define evers word.

4. Find vour customer. then learn
from him what medium he sees, reads.
or histens to. Don’t go to a medium
to find out whom it reaches. Vany of
them like to pretend they are “all
thing= to all people.”

5. Beware of the biased point of
view.

0. Beware of a predisposition to de-
cide on how a job is to be done.

v. Speud adequate wmoney for the
job and give vour firm enough time to
do it right.

In brief. Manville savs that in using
rescarch advertisers should heware of
(1) an inadequate job, (2) an inaccur-
ate job. (31 a biased job. and (41 100
hurried a joh.

Manville made this charge: *Many
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H oo man <howed up on i islinad ol
savages with an anti-hiotic

all germs. hie’d be put 1o
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He hated them as folows:

1. Ratings are a valid test of sales,

. e
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(Fact: *Fhere is no necessary correla
tion between vatings ad <alex, either
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IS ONE OF THE NATION’S
MOST POPULAR STATIONS!:

Last year, WDAY was swamped with 145,659 letters and

postcards from its listeners! This is the equivalent of a

letter or card from over 70% of the 211,550 families who

listen regularly to WDAY— an average of slightly over

399 letters per day, including Sundays and holidays!

NBC « 5000 WATTS ¢ 970 KILOCYCLES

FREE & PETERS, INC,, Exclusive National Representatives
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“Careful Buyer”

The buyer who must make every ad-
vertising dollar do double duty—the
local advertiser who knows the Port-
land market best—they are the steady
customers of KWJJ. They have found
that this powerful independent brings
more sales per dollar spent because

KWJJ brings local people the kind of

local programming they want to hear.
Studio and Offices

1011 S.W. 6th Ave., Portland 4, Oregon
WEED & COMPANY

One spot schedule will
convince you
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for two magazines or two
erams. between “heavy” v-.

Example:

ries pro-
‘light” users!
Duplication  between
magazines or two programs might be
20°. Among the users of margarine
who read lLoth magazines or watched
or heard hoth programs. it might be ax
high as 70°¢ or as low a~ 7'7. Yet for
an automobhile. the reverse mas be the
case.”)

two

3. Measuring costs-per-1.000 is val-
id when based on circulation and rates
instead of on customers reached. It
tells yvou nothing of cost-per-81.000 po-
tential goods ~old.

4. 1t i=n't terribly important to de-
termine mwho vour customers are. ~"Our
are everybodv.”  (lact:
“This is an illusion; no product ha<
1007 acceptance.”)

How do vou find who your customers
Then
That
lielps decide what medium or combina-
tion of media you'll use: then soull
know duplication among vour pros-
pects. how to increase or decrease your
duplication. 1 Comments of additional

researchers to be continued in next
issue.) * Kk Kk

cnstomers

are? Go out and make a sunvev.
find out how best to reach them.

RATE-CUTTING

(Continued from page 35)

gest stations. particularly those who
have made an overhaul in their rates.
are not afraid these davs to tell a chi-
ent or agency to go to blazes if it wants
a deal which would make the rate card
blush.

There are of course exceptions to
this—even among the largest stations
in the top markets. If an advertiser
dangles a big enough budget. he can
sometimes get a flat rate all the way
from 10 to 40°¢ off the card rate for a
sizable package of announcements.

“Generally speaking. 1'd say that
standardized volume discounts have
largely replaced the “special rate’ deals
common last vear. We checked almost
all of the reps and larger stations in
recent weeks and found that vou could
get a good price for an extra-large
schedule.  However. anv adsertiser
could have gotten the same price.” a
J. Walter Thomp=on huyer stated.

What's caused thiz partial about-
face in rate deals?

For one thing. industry opinion has
made many a station manager think
twice before offering a cut-rate deal to

an agency or client.  “Because of all
the publicity that has been afforded to
this topic in the trade press. in agency-
rep clinics. in 4-A meetings and the
like, a station is taking a big chance

today if it makes private deals on
rates,” the sales manager of a large

New York rep firm told SPONSOR.

Mecanwhile industry groups like the

National Association of Radio and
Television Droadcasters have been
waging an active war against rate

chiseling within their own ranks.

Sample barrage from Harold E.

Fellows, president. NARTH:

“There i~ some rate-cutting going on
in broadeasting today, and it is de-
plorable—mnot for the punishment it
may visit upon those who practice it
(for they deserie the punishment) but
for the unfair position in which it
places the industry as a whole.

*“Anyone who consistently cuts rates
should cut his own salary, for he is not
worth what he is being paid to sell his
product. Or he should quit the broad-
casting business and become an auc-
tioneer.

“If it is vour honest conviction that
vour rales are not justified in the light
of vour service, get out from under the
table and change them—for evervone
to see. No off-the-card deal is ever ofl-
the-record. The word can soon get
around that you are running a bargain
counter instead of a broadcasting sta-
tion.”  (From a speech before the
Utah Broadcasters Association in Salt
Lake City, 30 June 1953.)

Officially. the industrv groups asso-
ciated with radio and TV can not
take any drastic action against the few
stations who still
vour-own-price policy.

The NARTB and the Station Repre-
sentatives Association, who do not ap-
prove in any way of special rate deals.
can't force the iszue because of anti-
trust angles,

On the buyver's side of the fence, the
American Association of Advertising
Agencies group feels that it is caught
hetween media and buyer in dealing
with questions of rate chiseling. And
the Association of \ational Advertis-
ers indicated to sroxsor that it didn't
like to interfere in media problems.
feeling that efforts to end rate deals
would have to come from broadcast-
ers themselves. not clients.

However. all of these industry as-

maintain a name-

sociations—and many local and re-
eional broadcasters groups are on
SPONSOR



I‘('l'(rl‘(', one way or klll()tlll'l‘, a8 0ppos-
ing the practice of rate chiseling, Since
they are wflnential in forming indn-
try opinion they are thus doing a ot
to cortail priceswar selling in radio
and TV

\x a aesnlt, most ~tations today are
sticking 1o the elauses in the generally -
accepted YARTB- - V'S model <pot con-
1916,

These model contract climses state:

tract, oviginally drawn up in

“tad. It agreed that the time rate
named in this contract
1ate made by the station for like broad-
casts and that if at anv time during
the life of this
makes a lower rate for like broadeasts
this contraet shall be completed  ai

s the lowest

contract the station

snch lower rate from that date.

“thy. All time rates shall be pab-
lished by the station. There =hall e
no seeret rates. rebates or dgreements
affecting rates. All rates shall be fur-
nished advertiser if requested in writ-
ing sa to do.”

\nother unoflicial restraint  which
Keeps stations in line when it comes to
rate chiseling is time buying opinion,
A crossesection of
by ers told sronsor, without exception.
that they duln't like to do business
with ~tations that are known to cheat

well-known  time-

on their rates.

“If | catch a station out of bounds
from the rate provisions of its ~pot
contracts. | would think twice hefore
ever buving that station again.” a
Ruthraufl & Rvan buyer said. *If a
station offers me a fancy deal under
the counter. how do | know they won't
make a better deal at an agencey that’s
buving an even larger schedule than
the one I'm planning on huying?™

Individually. or unofficially. some
slalion executives are taking serious
steps toward rebuilding prestige for
station rate cards—prestige which has
oceasionally become a little tarnished
in the past couple of seasons.

Todd Storz. general manager of in-
dependent station KOWH, Omaha. re-
cently initiated a movement
broadcasters to have a “No-Trick-Deal
Rate Card™ policy.
broadeasters would sign a pledge not
to make preferential rate deals and
would then be allowed to place a seal
on their rate cards- something like
the. NARTB code seal shown by TV

stations,

anmng

As Storz sees il.

Advertisers and agencies would then
hnow. if they saw the seal on a rate
card. that the station won't sell on an
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I the station
steps ont of hine, the I)ri\ill'“l‘ of di--

under-the-connter bisis,

plaving the <cal wonld be vanked, At
last report, Storz's plan was ganing a
lot of momentnm among hroadeaste
in o informal sort of wayv, e
NARITB, of which Storz i~ a memnber.
can't back Storz’s plan openly bt did
indicate to sroxsor through an ofheial
spokesnun that the plan “is o zood

Cevtainly. the NARTR ian't die-

wdea.”

conraging the wea of a “quahity o orate

card group.

Locally. other broade asters are coms-
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Recent official Hooper Ratings
show WSJS, the Journal-Sentinel
Station, FIRST in the morning—
FIRST in the afternoon—FIRST in
the evening! For the finest in

AM-FM coverage, it's WSJS
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WANT T0 SELL
CANADA?

One radio station
covers 40% of
Canada’s retail

(FRB

TORONTO
50,000 WATTS, 1010 K.C.

CFRB covers over 1/5 the homes in
Canada, covers the market area that
accounts for 40% of the retail sales.
That makes CFRB your No. 1 buy in
Canada’s No. 1 market.

REPRESENTATIVES
United States: Adam J. Young Jr., Incorporated

Canada: All-Canada Radio Facilities, Limited

Same old story
in Rochester . . .

WHEC WAY
OUT AHEAD!

Cousistent audience rating

leader since 1943.
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3,000 WATTS

Representatives . v,
EVERETT-McKINNEY, Inc, New York, Chicege
LEEF. O°'CONNELL CO.,Les Angeles, Sen Frencisce
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ard is correct. each station maintain
that card and avoid practices which
tend to discriminate between adver-
tisers and agencies.”

In discussing this resolution of the
broadcasters in the nation’s capital
city, Ben Strouse, vice president of
WWDC, stated 1o sPONSOR:

"Once the station has a reputation
for rate cutting. there is no hottom.
No buyer can be sure that he is get-
ting the right price and therefore he
tries to chisel even more. The station
that cuts rates is slowly but surely dig-
ging a grave for itself.

“Price cutting is stupid,” Strouse
added, “*but there will be price cutters
around as long as there is intensive
competition and there will be chiseling
buyers around as long as there are
price cutters. It's easy to be ethical
when your ledger shows black ink, but
it's darn difficult when you are in the
red. Perhaps the Dbest job that the
good station can do is to convince buy-
ers that it never pays to buy price
alone.”

Equally forceful in putting across
the point that spot prices are an im-
portant—but not the only—point to
consider in buying air time was Harry
Novik, manager of New York's WLIB,
a station which has built a large and
loyal following among New York’s
racial and language minorities. Said
Novik:

“WLIB has been offering something
unusual in its program service for the
past couple of years. and were proud
to say the station has been highly suc-
cessful at it. Our rate card was estab-
lished after long and careful study of
our operating costs, overhead. person-
nel. and the like and is designed to
bring in a reasonable profit. We can
no more cut our established rate card
and hope to survive than you could cut
your normal rate of breathing by 10
or 15% and remain in good health.”

IZven though stations are presenting
a much more united front today on the
subject of rate deals, this doesn’t nrean
that (a) advertisers have stopped seek-
ing special rate arrangements, and (b)
that stations have stopped offering
them to sponsors.

Consider the experience of station
W ALR. Winston-Salem. Jack Weldon.
station manager. told sPONSoR:

“A chain store that had purchased
time elsewhere off-the-rate-card recent-
Iy wanted to spend ronghly 8225 a
month with us. They stipulated wlat

they expected for this amount—one
quarter hour and five one-minute an-
nouncements per day. six days a week.
According to our rate card. this would
lrave come to $330 per month on a
maximum discount basis.

“We worked with the people for
three days trving to convince them
that we could cover them adequately
at 3225 hut could not and woutd not
deliver what they requested. We did
not get the husiness and between yvou
and me it was hard to look $225 a
month in the face and not accept it.
But | have to shave daily and I
wouldn’t be able to look myself in the
face if 1 had accepted.

“1 would rather have my pride than
a series of spot announcements 40 or
30% below the rate card price.”

There’s another side to this coin,
however.

The chief timebuyer of one of the
largest ad agencies n the country
spelled out some of the details. Asking
that he not he quoted by name. he
stated:

“Every week 1 find stations and reps
submitting availabilities to us to which
they've attached a tag reading ‘Special
Package Price For . . " When I break
down this special flat rate, it usually
comes to something less than the regu-
lar rate card price. Or else they are
throwing in a lot of extra merchandix-
ing or f[ree talent in order to snag one
or more of our clients for prestige
purposes.

“Some stations and reps make no

bones about the fact that they’ll bar-
gain. We sometimes get a listing of
special packages of announcements—
both in radio and TV—with a foot-
note attached which reads ‘If none of
these packages fits in with your cur-
rent plans, call us and we'll tailor
something to vour particular require-
ments.’

“Manv times I've found that when-
ever we have a spot campaign break-
ing in which the number of announce-
ments per station will exceed 20 a
week. a number of stations—including
key network outlets in big narkets—
will tailor a deal in order to land the
account. [ =ually, they submit avail-
abilities at card rate. But if we query
them later directlv thev will stall
around and finally make a <econd offer
that’s lower than the first—and often
lower than their published rates.

Such stations, 'm happy to sav. are
in the minority. Even though we like

SPONSOR
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to get a good buy for the client’s
money, practices like this make life
tonght for me. We have a couple of
clicuts i the <hop who are aware that
wome  stations will cut rates. Thus.
they feel that all stations can be bar-
vained with if vou try hard enough,
This type of elient thinks you're not
on the ball if yvou can’t come up with
a bargain bazement deal and will tell

us you can do better thau this.”

\s a result of this situation  where
some chents continue to pressure ~ta-
tions for cut rates and some stations
continue to offer them freely to adver-
tisers  there is a considerable amount
of name-calling these davs between
buver and seller,

For instance, one of the ehients most
often cited by station executives as an
outstamding example of a bargain hun-
ter was General Mills, giant of the
cereal and flour business,

But in a comversation with a spox-
sor editor, L. H. Crites, director of
radio and TV media for General VIS,
stated:

“We are currenth running radio
spot campaigns for our products which
are more than double the size of the
spotl campaigns we've used in previous
vears.,  However, we don’t consider
that we are bargain hunters.

“We queried all of the station reps
and most of the leading L. 5. stations
this spring. We stated clearly that we
wanted something unusual—a floating
announeement schedule of some 900
to 1.000 announcements per market
during a three-to-four month summer
period. In some cases. we wanted onh
half that amount if the market was re-
ceiving adequate coverage from other
media. We also stated that we planned
to extend these schedules for the hal-
ance of the year in several cases.

“In all. we got flat-rate offers from
some 800 radio stations in 300 mar-
kets. We analyzed these without re-
vard to Standard Rate & Data prices
against vardstichs of coverage. audi-
ence. station’s ability to move con~un-
er goods. and the like.

“In many cases. stations had to
create a new rate for us. since they
had never handled floating schedules
as large as ours, This was entirely up
to the station, In
make a counter-offer to ask for rate
reductions. We did our choosing be-
tween the prices offered u-.

"1 don’t think vou can call this rate
gouging. 1 certainly don’t approve of

no case did we
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the practice of offering seseral differ-
ent prices to several dilferent chents
Or QEencles, But 1t seems to me that
il a station sees that its rate card i~
no longer realistic in terms of today's
achvertising values, that station should
revise its card vates and publish a new
one,”

some of the top station reps, how.
ever, are not inclined to agree with
that the Mills
wasn t rate gouging,

"We don’t have am General Mills

Crites General deal

business nmning on any of our “ta-
tious at a "~pwi;|} rate”.” the owner of
a leading rep organization stated to
sPoNsoR., “We told General Mills that
they could buy all the time they want-
ed at the maximum discount on the
rate cards  and that we
make any ‘deals.” 1'm glad we didn't.
I learned later that in one nid-West-

would not

ern market General Mills approached
two leading stations and asked for a
rate-per-announcement based ou the
assumption that they would spend all
of their budget for that market on one
of the stations.

“When General Mills got the station
bids. they proceeded to split the busi-
nes~ in half between the f1co stations

Furjue and Company |
S, £ Dora-Clayton Agency

andd paid for at at the low special rate
which cach station had offered.”

he vadio manager ot a Madh-on
\Wwenwe rep fimne pointed ont anothe
angle of the General Mills contract, and
others hke 1t

“General Mills told us that they feh
they were entitled to a special rate e
cause they planned to be on the air in
an unusual way. They were going to
weeh of
ments, then a week off, then a week of

I think

this i~ unfair, and amounts to a rate

Ilil\(' o illl(‘l]\'i\ e darnolnee-

announcemnents and so {orth,

¢ hisel hecause the station ha~ the prob-
e of selling all those time <ot~ on
the intervening week. meanwhile hay
ing sold a lot of time at a cut price,
Frnough big contracts of that type can
rimn a station.

“I don’t
titled to special prices hecause of some

think advertisers are en-
odd quirk in their campaign, or he-
cause they want to be on the air on
alternate Tuesdays, or because it's their
\lso. I don’t think a few
advertisers <hould feel they are en-

‘ofl season.”

titled to a “wholesale rate’” hecanse they
have an occasional big saturation cam-
paign when dozens of steady advertis.
er buyv at the ‘retail rate’.”

1000 WATTS

“SUMMER SLUMP?

at the kennel!

“Oh, it’s been awfully hot through the
southeast—we’'ll grant you that. Folks
get worn out; tempers get frayed . . .

Not here

“That is, unless you're one of those
lucky timebuyers who are ensconced
comfortably on WPAL for the summer.

“Sales of WPAL clients’ products are
staying right up there. and—nould you
believe 1t?2—WPAL sales are increasing
right along. heat or no heat!

“Retter come on down to the kennel—

where it’s shady, and profitable!”

 SOUTH

- All this and Hoopers too!
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W hat does the future hold in the
way of radio and TV rate “deals”™? s
there likeh to be more—or less—rate
chiseling. special arrangements for off-
heat spot campaigns. preferential dis-
counts, auwd similar quasi-legitimate
tactics?

From the acnen queried by sroxsor
on the rate topic, this was the consen-
sus:

I. The number of straight chisels-
that is, one that is an under-the-counter
reduction in an established rate card
for an ordinary air campaign—is on
the downgrade now, and will continue
to lessen.

2. However, the nummber of satura-
tion drives in which advertisers fcel
thev are entitled to some kind of car-
toad price is likelv to increase. And.
unless stations hold the hne on rates
backed by industry and industry group
support there will be a rise in the
number of detours around rate cards.

3. To forestall this situation. there’s
likely to be a lot of sonl-searching
among stations as regards radio rate
cards.  VMamy stations will update their
rates, or spell out just how far they
will go in giving special volume dis
counts for extra-large campaigns. Mam

a0

COMPLETE BROADCASTING
INSTITUTION IN

/ei('/lmon(l

WMBG"AM
| WCOD-~
| WTVR-

First Stations of Virginia

WTVR
WMBG The Bolling Co.

Blair TV lInc.

more will make a point of going on
record to the effect that thev will not
uuder auy condition nake a rate deal.

4. There's some likelihood of strong
industry action on the part of radio
and TV aud  groups
against industry members who make
a practice of cheating on their rate
cards.

assoclations

One rep summed it up thusly:

“"There will always be some rate
chiseling as long as huiman beings are
in the radio business. But. with the

cooperation of agencies aml advertis-

ers, t'm sure the radio industrv will
be able to police itself against actions
which will ultimately do harm to botl
buver and seller.” * ok

MOVING DAY

(Continued from page 41)

work bogging down for davs and vital
papers and data disappearing into thin
air.

Some agencies, reps. and broadcast-
ers have gotten around the lock-stock-

and-barrel type move hy splitting them-

selves amoeba-stvle with varicus de-
partments in different buildings, Co-
lumbia Broadcasting System. for in-
stance, finds itself with 21 different
addresses in New York City to handle
its radio, TV, and film operations,

Firms that are fortunate enough to
get additional space in their present
buildings sometimes find that this ver-
tical-tvpe growth has a tendency to be
inefhcient.

One agency which found itself in
that position last year was Cunning-
ham & Walsh. Inc. During the 25

vears that the firm was housed at 10

East 34 St. increased hillings (from
$20 mithion in 1944 to $34 million in
1952) had caused the agency to ex-
pand over five floors in that building.
Skipping around from one office to an-
other could be a tiring experience.
~omewhat akin to tryving to find a par-
ticular captain in the Pentagon,

the firm decided to shop around
for new quarters. G. Everett Hont,
v.p. of the agency. told spoNsor of the
criteria the firm set: “We wanted a
building large enough to house our
complete operation on two floors, also
we wanted to get sufficient space ro we
could expand without having to go
through the same process again. Inso-
far as location was concerned we had
to consider the fact that a good many

of our employees are commuters;
those using the long lstand R.R. came
into Penn Station (33 St. & 7 Ave.)
another group came into town daih
from Westchester using the New York
Central R.R. (Grand Central). We
weren't particularly concerned about
the convenience to clients because
many of them are out of town and any
location in New York is
equally accessible (or inaccessible).”

midtown

The search took 18 months. finally
narrowed down to two possible new
buildings: 380 Madison Ave. (40th)
on the site of the old Ritz-Carlton
Hotel, and 2060 Madison (38 St.).
C&W settled on the latter location,
nioved in on 28 Julv 1952. The me-
chanics of the move are discussed later
in this article.

This October Lennen & Newell plans
to take over the sixth and seventh
floors of the new Ritz Building. The
firm’s present quarters cover about
30,000 sq. {t.; the new area will give
them 54.000 «q. ft. to move around in.

But agencies arent the only ones
suffering  from cramped quarters.
Storer Broadcasting Co. couldnt fit
comfortably into its offices at 488
Madison so the firm went out and
leased (with option to buy) the whole
building at 118 East 57 St. Setting a
new high in lush quarters for the rep
field. Storer gave the inside of the
five-story building a complete going
over, ended up with two floors of of-

fices. and three floors of living quar-

ters for visiting brasshats and firemen.
Complete with formal gardens and
Filipmo houseboy. the Storer layvout 1s
a suitable setting in which to sign a
contract of multi-million-dollar propor-
tions.

Another tenant-to-be of the Ritz
Building is H-R Representatives, Inc..
and H-R Television. Inc.. who will
move into the structure as soon as it is
completed. around early Octoher. Con-
tracts have been signed for approxi-
mately 5.000 sq. ft. of ofhce space.

Around the end of the year Broad-
cast Music. Inc.. and its wholly owned
subsidiary, Associated Music Publish-
ers. will take over ahout 22.500 square
feet of space in the twin air-conditioned
office buildings now going up at 379
and 589 Fifth Avenue.

A comparatively simple move was
carried out by the O. L.. Tavlor Co. in
June when the station reps mnioved
down the street from 488 to 444 Madi-
son, In the new quarters the firm has
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2,000 <. ft. of ~pace with an option
for a like amonut.

Donald Cooke, ITne. called nan in-
terion decorator to do a complete job
on s 331 Madison.
Moving fronr 351 Fifth on 3 \ugust,

new  ofhces at
this <tation rep is jnmping from 700
to 1300 . fte, will up the <ales ~tall
T,

Television  lge, new trade publica-
tion due in August, took 1500 ~q. fu.
in L Madison. That's the same build-
g to which Broadcasting moved when
it decided to increase its =pace from
725 to 2.500 S ft,

sPONSOR, whieh started out e 1917
with 800 =q. ft. at 10 1 52 St en-
panded to 2500 s ft. at 310 Madi-
In onr new quarters, we have
1000 ~q. ft. in which to tarn ont “the
magazine that radio and TV advertis-
Address: 10 1L 19 St

Just a< spoxsor plans o do. Cin-
ningham & Walsh <cheduled its move
for a weekend.  Planuing months in
advance. C X W\ called in Morgan &
Brother. which specializes in “painless
moving” for oflices. Carrving the hrinmt
of the burden for C & W were George
MceMoran. company and
V.Gl Everett Hovt. Ao in on the
planning were Carson and Lundin. the
architects who laid out the new oflices,

=l

Crs HSe.

treasurer.

The agency was broken down In
departments and each unit assigned a
different color tag which was keved to
correspond with a Lunout of the new
location. The office closed down at
noon Friday and the moving men took
over. Working on a tight time sched-
ule. each department head and a few
<taff members were waiting at the new
building when that particular depart-
ment’s equipment arrived.

One hundred fifty vandoads later
the move was ('mnplt'ted. An esti-
mated 3.600 pieces of equipment and
3.392 “hook boxes™ talmost 100.000
cubic feet} were moved that afternoon
and the following dav. Monday morn-
ing C&W’s 320 employees reported to
the new offices and business
“as usual.”

-ontinued

For the henefit of those contemplat-
ing such a move, sPoN~0OR ashed Ar-
thur Morgan. president of Morgan A
Brother. for some tips on “painfess
Here's what he said:

“1. Pick one thoroughly responsi-
ble person and put him in charge with
full authority. How many lieutenants
he needs depends on the size of the job.
but there should be only one hoss.

noving.”
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9 Coordinate dosely with vonr

avchiteet. Many times when new T
nitnre s atdded to present cgmpment
there =0t adegnate <pace in the new

quarter~. When a good job s done

there's no waste space and ite ~uch

a~ filing cabinets fit exacth the <pae
assigned to them

3. o
it i~ more of a mental than physical

Careful

work and money

the person being moved
~train lanning is necessary
Lo s I"iles, for ex
atple, <hould be nnheved o as to be

Eandled B proper sequence \nd vour

library <liould e packed i such a wan

ll 1 1 ¢
the <helyves,

1.1
't |

. el f A "

will
¢ L1

(h
matter how fanin advance von tell
plovees of the move, rem
at the last minnte. Then no one will
lo what Jach Chunningl il <h
i Me wday at the old of AR

““ZMONEYs
TH;M §|DE or ie DIAL
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All Piusburgh jusc has o listen to Radio Piusburgh—the station

with a nose for news. Sharp. documented news coverage ALL
DAY by HERB MORRISON and his WJAS news scaff, estab-
lishing WJAS as Piusburgh's radio NEWS leader.

FIRSY

with a report of the Steel settdlement. ..

A FULL SUVEN

MINUTES BLIORL the wire services.
FIRST —with on-the-spot interviews with the principals in the

steel dispute.

FIRST—with on-the-spot reports of the Worcester, Mass. tor-

nado disaster.

No wonder all Piusburgh waturally turns to WJAS ALL DAY

for complete news coverage.
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NOW! GOOD Tv

‘)

MOBILE, ALA!

WKAB-TV

CHANNEL 48

CBS - DUMONT
NETWORKS

captivatin’
KABBY
says:

“20,000 television sets al-
ready in Mobile — and
they're still coming fast!”

Also, remember . ..

WKAB-=~

the High-Daytime
Hooper Bargain!
CALL

Forjoe

COMPANY

Offices in: New York e Chicago e Atlanta
Los Angeles ¢ San Francisco
SOUTHERN REPS.:

Dosa-Clayton Agency, Atlanta
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John K. Herbevt, Nauonal Broadrasting Co,
v.p., has been named to head the television network
of NBC under the new split-network concept. ller-
bert joined NBC in 1950 as manager of radio sales,
mored up to v.p. in charge of radio and telerision
sales in July 1952. Prior to joiping NBC, he nus
v.p. and general adrertising munager of Ilearst maga-
zines. Recently he played an important role in
renewing Procter ¢ Gamble’s $6.5 million con-

tract for the continuation of P’4'G’s six-program
davtime Hnenp ot radio shows.

* * *

Williom H. Fineshriber Jr.. VBC vp.,
became head of that network’s radio setup with the
split.  Working with him is Ted Cott who is now
operating v. p. of the NBC radio network. Fine-
shriber, former executive v.p. of Mutual, joined NBC
in Varch 1933. This just about completes the

cycle for Bill. lle worked in the publicity de-
partment of CBS ajter graduation from Princeton,
became manager of Carnegie Hall in 1931, rejoined
CBS in 1937 where he was generul manager in
charge of programing before joining Vutual.

¥ ¥ %

Barry Ryan. president, Ruthrauff & Ryan,
recently anmounced acquisition of the Sun Oil

Co. account, effective 1 September. Addition of
this 83 million account brings new business garnere:
in last few months to $8 million lerel. Ryan told
sPONSOR: “I'd love to take the credit myself, but
actually this Ry R resurgence is the work of

our N.Y. management group consisiing of myselt,
evec v.p. Bob Wilson, and v.p.’s Wilson J. Main,
Bourne Ruthruuff, Fred Schwemmer, and Bill Smith.
Ie're ot no stars: just a darn good team.”

% ¥ ¥

Inles W eill. president. Specialty  Teleiision
Films. Inc., concluded an agreement with a group

of Italian movie producers to distribute as many os
101 American langnage Italian mervies to TV outlets
tn this countrv. Dveal, which calls for adrances of
approximately 1 million. involves dubbing of
American dialogue onto prints. Vlany of the pic-
tures are of 1919-1953 rintage. and the over-all pacl:-
age will centain a rariety of types including drama,
comedyv, suspense. spectacle. Ralph Serpre. head oi
Italian Films Export T1" Dept. represented producers.

SPONSOR
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, , It sounds like a stopper but it’s true —erening radio time is even hetter than early
y » morning which no one needs to tell you is an excellent value from the standpoint
1 of listeners per set, audience turnover and family-type audience.

To be specific . . . take Indianapolis, where a survey* of the three-hour periods
I 6:00 to 9:00 P.M. versus 6:00 to 9:00 A.M. Monday through Friday discloses
"S these extremely interesting percentages:
, 139 higher average ratings on WIBC in the evening.
13% more sets in use in the evening.

" ‘4 Giving a still sharper edge to these figures is television’s complete penetration
gy F into the Indianapolis area!

This is no isolated case: it's repeated in city after city coast to coast. liven in
many mature television markets, evening radio offers a far larger audience than

! o : early morning, yet the cost per thousand comparison is most attractive.
) Bargain-wise advertisers and agencies should have all the facts with which we
4 ‘ support our statement that nighttime radio is today’s best buy.
Call your John Blair man today!

articularly over WIBC, Indiana’s First and Only 50,000 Watt Station

In Indianapolis, Evening is Even Better

WIBC Average Ratings Sets in Use

& COMPANY

6-9 A.M. 6=9 P.M. 6~9 A.M. 6-9 P.M.

Comparison WIBC Average Ratings and Setsin Use 6 9
A.M. vs. 6-9 P.M. Mon.-Fri. 6-9 A.M. equals 100¢.

REPRESENTING LEADING
RADIO STATIONS

*Source: January Pulse Indianapolis

"is is one in a continuing series of advertisements based on regular syndicated
‘dience measurement reports. To achieve a uniform basis of measurement, the NEW YORK « BOSTON -« CHICAGO
fitions chosen for this series are all John Blair-represented outlets . . . all in major ST.LOVIS - DETROIT « DALIAS
nrkets. all in mature television markets. SAN FRANCISCO « LOS ANGELES
]
[
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Are rate deals lessening?

“The trouble with doing business with
a station which offers vou an off-the-
rate-card deal is that you never know
whether other advertisers aren’t get-
ting a still-lower rate.”

This quote from a timebuyer was
one of the observations gathered by
SPONSOR in researching the article on
rate deals which appears in this issue
on page 33. Apparently the distaste
with which this buver views rate deals
is <hared widely. For spoxsor found
that in general the tide of direct. rate-
card cheating deals iz abating in spot
radio and TV.

But there are still manyv buyers with
big budgets and big campaigns shop-
ping for a price that’s not printed on
the card: there are many stations who
go out for a competitor’s business with
a pitch based onlyv on undercutting.

More realistic pricing of time in
some markets has helped relieve the

pressure for deals. And much of the
credit for this belongs to industry lead-
ers in and out of the trade asociations
who've stiffened the backbone of radio
broadeasters or TV stations in highh
conmpetitive markets.

Sharply worded speeches by NAR-
TB's Hal Fellows; meetings between
ciients and reps called by the Station
Representatives Association; the exam-
ple set by broadcasters who don’t go
for deals and sav so publich —all of
these factors also have added up 1o a
change in the radio atmosphere.

This is good news for advertisers and
agencies. \We'll never be convinced that
it's good business for a chent to
save dollars here and there through
rate deal~ at the expense of media
standards. The station that gives time
away has to cut corners somewhere,

3t * i

UHF problem in Belleville

This happened 1n Belleville, 1L
across the river from St. Louis. where
LHF station WTVI is slated to go on
the air soon. Someone stole into Gene
Hotz's television shop and left with
two LHF converters. value $68.

‘tThe St. Louis Post-Dispatch. which
owns VHF station KSD-TV, unselfishhy
published the story on page one of its
Sunday edition.

X * I
Dangerous when misused

One of the most useful tools pub-
lished by sPoNSOR for agencies and ad-
vertisers is the TV list of 225 metro-
politan markets which appeared in the
Fall Facts Issue (13 July). Within 21

Appla use

Cratitude dept.

It couldun’t happen twice—but it did.

In Dallas eight chents of Ted Work-
man Advertising. five from distant cit-
ie~. gathered together late in June to
thhrow a surprise party for the head of
the agency. They produced a hand-
somte eight-page brochure comniemeo-
rating the event. staged a dinner at the
Lakewood Country Club. presented Ted
Workman with two gifts-—a red wig
to cover his bald pate and a Bell and
Howell recording movie projector. The
brochure said:
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“This is your day. Ted. For a job
well done. for cooperation and work
bevond the line of duty. for tong hours
for which vou received no pay. for
your patience. understanding. and sin-
cere interest in our problems. we. your
clients and friends. have gathered to-
zether todav to honor you.”

In Providence this July Albert How-
ard. president of Howard and Lewis.
New England’s largest Ford dealer.
threw a steak dinner with orchestra
anct all the trinunin’s for 50 managers.
salesmen. and announcers representing

_

hours of the iszue’s appearance there
were many requests for reprints (now
available). Together with Radio Basics
and TV Basics, we predict that this col-
tection of data will find its place among
vital desk-top tools of advertising buy-
ers everyvw here,

The tst of metropolitan county mar-
kets was designed to do one thing:
show the ~tatus of TV in metropolitan
markets. Advantageous as it is to have
these data grouped in terins of metro-
politan counties, there’s a danger in
use of the listing. h’s not intended as
an indication of which market will pro-
duce the most sales for vou nor of the
full coverage of the TV market of a
specific station: it can be misleading
if used that way.

The markets were compiled by Sul-
tivan, Stauffer. Colwell & Bailes iw
terms of Sales Management figures for
number of households in metropolitan
county areas. This was the most valu-
able rank order to take for this pur:
pose, SSCEB felt. But the fact that a
market ranks among the lower third of
the hist, for example. in number of
households doesn’t mean it's propor-
tionatelv ranked in sales. The market
may not bulk large in resident popu-
fation but may be a huge buyving cen-
ter for counties for many miles around.
Or 1t may have extremely high income
in ratio to population. Stations in small
population centers are most likehy to he
penalized by this ranking.

The moral here is that no listing
which gives a ranking. whether it's a
Top 10 ratings hst or a marketing
hreakdown. should be used as the end-
alt when picking a TV or radio station.

four radio and one T\ station carry-
ing H&L advertising.

No pep talks. no merchandising ap-
peals were included. Jnst a straight
35-cecond “thank vou™ by a new radio
chient who was completing his first ~ix
months. Said Frank McCabe. head of
the advertising agency handling the ac-
count. “If Howard and Lewis hadn’t
accomplished what thev did through
the use of a so-called dead medium.
there would have been no party to-
night. When a sponsor savs ‘thank
vou™ tangibly. he's had resuhs!™
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 THE “MARKET BASKET”
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The lines that define the boundaries
of the great Kansas City Primary
Trade Area remain the same year
after year. And of course there’s
never any change in the
half-millivolt contour of

The KMBC-KFRM Team.

But, the "Market Basket”
Gets Bigger Every Ycar!

KMBC-KFRM advertisers reap the
major portion of the benefit of
these hundreds of millions of
dollars in increases each year.
Because in rural, urban and
metropolitan sections of the
Kansas City Primary Trade Area
alike, KMBC-KFRM sales messages
are heard by more of the people,
more of the time. The 1953
“Market Basket” is taking on new
proportions, and The KMBC-KFRM
Team is delivering its advertisers
a pleasant share of 1953

Heart of America spending

Write, wire aor phone KMBC-KFRM,
Konsas City, or your nearest Free & Peters
Colonel ot once. Arrange for your share of

the Kansas City “Moarket Basket” 1953!

CBS RADIO FOR THE HEART OF AMERICA
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